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“Clothes fence you in,’ Odorono 
voy tells women. “Only when 
ju dress do you endanger your 
--eet self.” 

it’s too bad the weather here- 
‘outs is so unreliable. 


a) ee 


2. Malcolm and Associates, 
-ansville, are advertising for a 
-jalog and ad layout “man or 
«man, anywhere from 8 to 80.” 
Now you’re talking. 


eo. Y 


‘Radio Costs More and Pro- 
.ces Less, Newspapers Claim.”— 
eadline in ADVERTISING AGE. 
Those radio people must be 
.ynderful salesmen. 


7 


Judging from the news busting 
it all over, like June, the post- 
sa plans of the labor organiza- 
ins in all fields seem to call for 
zger and better strikes. 


7 3 FF 


According to ADVERTISING AGE, 
e power of advertising is ex- 
ted to persuade a guy with 
iir on his chest to use face cream 
ad other cosmetics without feel- 
‘g sissified. 


= =F 


Gladys the beautiful reception- 
tsays she sees that Bendix Avia- 
on is now sponsoring “Men of 
ision” on the CBS network, and 
e wonders if anybody thought of 
fering the program to the Amer- 
an Optical Company. 


7; Ove 


In spite of the pleas of ANA 
ad the War Advertising Council, 
embers of Congress keep look- 
ig at the overseas and domestic 
‘spartments of OWI and shouting, 
ke Alice’s Queen, “Off with their 
sads!” 
= 


There’s a new beer poster which 

rovides the man-bites-dog twist, 
nowing a rabbit pulling a man 
ut of a hat. Fortunately for the 
ales department, he’s hanging on 
) his bottle of Schlitz. 


ae ee | te 


“Two out of three postwar 
omes will be built or bought by 
imilies with children,” insists 
rents’ Magazine. And it might 
ave added that the same families 
ill have to rebuild or repair them 
ust twice as often. 


: i eg 


Peachtree street deserves a sonnet 
ut there are no peach trees on it 
varbles the Atlanta Journal. 
But you ought to see the 
beaches, 
, =? 


_ Medical ads cost less than mail, 
f C,. study shows,” reports 
ADVERTISING AGE. 
Will Braun, the grand old man 
ff tne AMA Journal, could have 
‘old you that in the first place. 


. VF 


e experts are trying hard to 
‘e out whether that $200,000 

oan Mr. Hartford of A&P made 
Elliott Roosevelt should be 
ged to the income tax divi- 
or lend-lease. 


., Vv 


V’PB and the trade associations 
warning optimistic publishers 

at present pulp in Sweden 
’ be in the same category as 


tles in Spain. 
Copy Cus. 


put your blood in the battle 


Visit YOUR Kad Cras Ebed Kank TODAY 


SEEKS DONORS —This poster, pre- 
pared for use in each of the seven 
branches of Butler Bros., Chicago, and 
in Ben Franklin and Federated Stores 
throughout the U. S., has been adopted 
for use nationally in Red Cross blood 


bank offices. 


P&G Again Leads 
All Advertisers 
in 4 Major Media 


Newspaper Bureau 


Releases Book on 
1944 Expenditures 


New York, June 21.—In 1944, 
for the third consecutive year, 
Procter & Gamble Company was 
the largest advertiser in four ma- 
jor media, the Bureau of Advertis- 
ing, American Newspaper Pub- 
lishers Association, has revealed in 
releasing the sixth annual edition 
of its reference book, “Expendi- 
tures of National Advertisers in 
Newspapers, Magazines, Farm 
Journals and Chain Radio.” 

General Foods, General Motors 
and Lever Bros., the bureau said, 
remained in second, third and 
fourth places among users of these 
four media combined. Sterling 
Drug moved from sixth in 1943 to 
fifth, General Mills from seventh 
to sixth, Colgate-Palmolive-Peet 
from ninth to seventh. Coca-Cola 
remained eighth and Liggett & 
Myers Tobacco tenth. A new- 
comer to the Top Ten.list was 
American Home Products, ninth. 


How They Lined Up 


In newspapers alone Procter & 
Gamble was first, followed by Col- 
gate-Palmolive-Peet, Seagram Dis- 
tillers, Lever Bros., Standard 
Brands, General Motors, Coca- 
Cola, Brown & Williamson To- 
bacco, Schenley Distillers and 
General Mills. Newcomers to this 
list in 1944 were Standard Brands, 
Brown & Williamson and Schenley. 

(Continued on Page 65) 


Merchandise... 


shortages detailed in 
“Postwar Planning,’ 
Page 58. Other features: 


Ad-libbing . . 
Editorials ; 12 
Feature Page 4) 
Getting Personal 

Information for Advertisers 


Willing Sponsors 
Reward the Public 
for Its Erudition 


[The radio give-away program 
has grown into America’s largest 
jackpot, and has also developed a 
considerable @mount of contro- 
versy in radio circles as well as 
among advertisers and the public. 
To find the facts on give-aways, 
ADVERTISING AGE conducted an ex- 
haustive survey, presenting in the 
accompanying story the over-all 
total of awards, and the average 
outlays of well-known network 
give-away programs. 

In two subsequent articles, a de- 
tailed analysis of the type, size 
and extent of local give-away pro- 
grams will be presented, and a 
roundup of the opinions of broad- 
casters on the merits, limitations 
and future of such programs. | 


By JAMES McGUINN 


Chicago, June 21.—One radio 
network show asserts that “It Pays 
to Be Ignorant.” But program 
builders and millions of radio 
listeners know that’s just a gag. 

The quiz show and its multiple 
variations have taken so great a 
hold on radio that the sailor from 
Oscaloosa, the gentleman in the 
right balcony, the telephone- 
answering housewife and their 
numerous progeny annually split 
more than a million dollars in cash 
and merchandise —money cheer- 
fully contributed by sponsors and 
radio stations themselves to keep 
the tenuous line of communication 
open between broadcaster and 
listening audience. 


$20,000 a Week 


Based on a comprehensive study 
of radio quiz programs of all types 
made by ADVERTISING AGE as of 
March 15, before summer replace- 

(Continued on Page 60) 


Radio ‘Give-away’ Bill 
Hits $1,000,000 Annually 


Seeks Government 
Seal of Approval’ 
for Small Plants 


Washington, June 20.—As a 
Senate small business subcommit- 
tee argued today that owners of 
nationally advertised brand names 
have a “quasi-monopolistic advan- 
tage,” Smaller War Plants Chair- 
man Maury Maverick proposed a 
“government seal of approval’ as 
a means.of giving small businesses 
“the reputation which advertising 
establishes for the giants.” 

The Maverick plan, prefaced 
with an assertion that small busi- 
nesses lack the prestige to com- 
pete in foreign markets, involves 
a distant form of grade labeling 
that has never been officially en- 
dorsed, although for some time it 
had been ascribed unofficially to 
a Secretary Henry Wal- 
ace. 


Would Set Up Standards 


As it is described, the Bureau of 
Standards of the Department of 
Commerce would establish stand- 
ards for different kinds of mer- 
chandise. Products that measured 
up to the government standard 
would bear a symbol indicating 
compliance. 

The Pepper subcommittee of the 
Senate small business committee 
declared today that “the quasi- 
monopolistic advantage” enjoyed 
by owners of nationally advertised 
brand names brought about a form 
of “imperfect competition” be- 
tween large and small businesses, 
which is not “rooted in price or 
quality.” 

Insisting that the disadvantage 

(Continued on Page 68) 


up 3 cents per line. 


000 lines have been eliminated. 
unchanged. 


and general housework. 
July, with greater 
& Co., 


postwar 
New York, is the agency. 


Camden, N. J., 


Last Minute News Flashes 
‘St. Louis Post-Dispatch’ Boosts National Rate 


St. Louis, June 22.—Citing increased production costs, including a 
20% increase in newsprint costs, the Post-Dispatch is notifying adver- 
tisers that new national rates will go into effect Oct. 1. 
general rate is advanced from 51 to 55 cents, 


The open 
with sliding scale rates 


Lowest rate shown now is 47 cents for 50,000 
lines, as against 44 cents previously. Lower rates for 75,000 and 100,- 


Roto and color comic rates are 


‘Scoop’ Uses Newspapers to Enter Consumer Field 

New York, June 22.—FR Corporation, 
graphic and X-ray chemicals, is entering the consumer field with 500- 
line insertions in five Manhattan dailies on Scoop for dishes, laundry 
Advertising will expand to New Jersey in 
distribution planned. 


manufacturer of photo- 


Norman A. Mack 


Scull Introduces Boscul Tea-Paks Via Newspapers 


June 22.—William S. Scull Company is using 575- 


| line insertions in newspapers in the Middle Atlantic and East Central 


| states to introduce Boscul 


strings or tags. 


Tea-Paks, 
Compton Advertising, New York, 


Speidel Appoints Hirshon-Gartield 


individual tea-bags without 


is the agency. 


Providence, June 22.—Speidel Corporation has appointed Hirshon- 
Garfield, Inc., New York, and will run a color page series for expand- 
able wrist watch bands in Charm, Cosmopolitan, Glamour, Liberty, 
Mademoiselle, Redbook, True Story and movie fan magazines. 


2 Delta Expands On-Line Newspaper Series 


“ Wastagies cP ti ed a 4 Atlanta, June 22.—Delta Air-Lines will start an expanded campaign 
strate Rachow _& July 1 using 80-line newspaper ads in 25 cities, most of them on-line, 
Private Lines .... 42 and changing from pages to two- thirds pages in Manufacture rs Record, 

Newsweek, The New Yorker, Time and several aviation papers. 


Rough Proofs . | 


Voice of the Advertiser 48 | 


Agency is Burke Dowling Adams, 


Montclair, N. J. 


Men's Cosmetics 
Hit $25,000,000 
Volume in 1944 


Big Postwar Gains 
Expected by Makers 
of Male Beautifiers 


New York, June 21.—The men’s 
cosmetic industry, which six years 
ago was non-existent, chalked up 
record sales of $25,000,000 in 1944, 
This figure includes only sales 
of complete men’s lines, and does 
not include sales of individual 
shaving creams and soaps. If all 
men’s toilet articles were included, 
the figure might well reach $40,- 
000,000. 

Although there are more than 
100 companies now in the field, 
the industry is largely dominated 
by five firms: Alfred D. McKelvy 
Company, John Hudson Moore, 
Inc., Shulton, Inc., Lentheric, Inc., 
all New York, and Courtley, Inc., 
Los Angeles. Together these com- 
panies represent an advertising 
expenditure of approximately $1,- 
000,000. 


Three Specialize in Men’s Line 


All five companies sell a com- 
plete men’s line, usually consist- 
ing of shaving soap, after shave 
lotion, talc, cologne and soap, but 
only three—McKelvy, Moore and 
Courtley—specialize only in men’s 
toiletries. The other two were 
originally manufacturers of wo- 
men’s lines, 

The postwar prospects of the 
industry are apparently so at- 
tractive that companies are being 
formed constantly to enter the 
men’s field. Latest to plan a post- 
war entry, according to Harold 
Hutchins of Fawcett Publications’ 
“Cosmetic and Drug Review,” is 
Gillette Safety Razor Company, 
Boston, which contemplates add- 
ing an after shave lotion and tale 
to its shaving cream. 


Williams’ Line Ready 


Only the scarcity of pottery ma- 
terials stymied the appearance of 
the Currier & Ives line by J. B. 
Williams Company, Glastonbury, 
Conn. The brand has been copy- 
righted, however, although at the 
moment only a shaving mug is 
being produced. But a postwar 


Kelvinator Shows 
Postwar Products 


in New Ad Series 


| Detroit, June 21.—Postwar 
products will be presented for the 
first time in Kelvinator advertis- 
ing by the Nash Kelvinator Cor- 
poration in a magazine series be- 
|ginning this month. Each adver- 
tisement will feature one of six 
different kitchens designed by 
lleading American architects and 
will offer a booklet giving floor 
|plans and details of the kitchen. 

First advertisement features a 
French provincial kitchen and is 
captioned “It will be easy to have 


a kitchen like this.” Included in 
the plan are a Kelvinator re- 
frigerator and electric range. Pic- 
tured below the illustration is a 
Kelvinator home freezer. 


Full-color pages and half pages 
will appear in American Home, 
|Better Homes & Gardens, House- 
| hold, Life, Look and The Saturday 
|Evening Post. 

Geyer, Cornell & Newell, 
| York, is the agency. 


New 
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line is being considered to com- 
pete with the present leaders. 


Seaforth Pioneers 


First company to establish an 
exclusively men’s line is said to 
be Alfred D. McKelvy, which in- 
troduced the Seaforth brand in 
1939. There had, of course, been 
other lines of men’s toiletries, but 


each was made by a women’s 
Seaforth brazenly 


line firm. 
announced a line of “men’s cos- 
metics,” and advertised it as such. 
Priced at $1 per item, the line 
now includes shaving mug, after 
shave lotion, hand soap, talc, 
cologne, hair dressing and deo- 
dorant. The company, which was 
bought by Vick Chemical Com- 
pany in 1941, sold approximately 
$2,000,000 worth of goods in 1944 
and plans to add $50,000 to its 
advertising budget during the 
coming year, bringing the total to 
$350,000. Morse _ International, 
New York, is its agency. 

Mr. McKelvy, incidentally, is a 
chemist and mechanical engineer 
who was doing all right as an 
adman, with BBDO in New York 
and Minneapolis, until he got the 
men’s cosmetic idea while doing 


|an advertising stint in Hollywood 


tainers for his product, but did 
nothing about the business until 
1939, when he showed the sketches 
tc the ad manager of Marshall 
Field & Co. and got a whopping 
order before production had 
started. 

When he sold Seaforth to Vick 
Chemical in 1941, he told Apver- 
| TISING AGE that his 1935 hunch had 
paid off in figures “too indecent 
to mention.” 

Shulton, Inc., manufacturer of 
Early American Old Spice, also 
manufactures the Friendship Gar- 
den and Leigh perfumes for wom- 
en. The men’s line was estab- 
lished in 1938, and consists of 
after shave lotion, talc, shaving 
mug, cologne, brushless cream and 
men’s soap priced from 60c to 
$1 an item. More than $300,000 
was spent last year through Wes- 
ley Associates, New York, to ad- 
vertise the men’s line, and $500,- 
000 will be spent in the next fiscal 
year. 


Hits High Range 


John Hudson Moore, Inc., man- 
ufacturer of Sportsman, entered 


|duces shaving lotion, co 
|dressing, tale and shaving bowls 
|at prices higher than either Sea- | 


| the field in 1941 with shaving lo- 
in 1935. He began to sketch con-| tion. 


Today, the company pro- 


logne, hair 


‘forth or Old Spice. For example, 


|the shaving bowl retails at $1.50) 


)and up. The higher price accounts 
for high dollar volume, but Sports- 
‘man is considerably below the 
/other two in unit sales. Moore 
ispent $150,000 in advertising last 
‘year through Wesley Associates, 
New York. 


line for more than 15 years, and 
today accounts for $1,150,000 in 
sales. This is an increase of 150% 
over 1939 and would seem to in- 
dicate the progress of the field as 
a whole. Lentheric manufactures 
shave cream, shave stick, two 
colognes, after shave lotion, talc, 
scalp stimulant, soap, hair dress- 
ing and deodorant, and spends 
$125,000 a year through Geyer, 
Cornell & Newell, New York. 


Mem Gaining Ground 


Courtley has been marketed 
since 1939, now sells a shaving 
soap, shave lotion, talc, cologne, 


hair dressing, deodorant and soap, 


Lentheric, Inc., has sold a men’s 
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THE METALS 


7301 EUCLID AVENUE 


Digesting Each Month All 


Analysis - Cleaning and Finishing - Corrosion - Design - Electroplating 


Foundry Practice - Furnaces and Fuels - 
Uses and Applications - 
Apparatus, Instruments - Lubrication and 
Machine Tools - Materials Index - Powder 


Their Alloys - 


Measurement and Control - Testing - 


Heat Treatment - Industrial 
Inspection and Standardization - 


Refractories and Furnace Materials - 
Secondary Metals - Smelting and Refining - 
Welding - 
Forging, etc. - Review of New Products and Catalogs. 


All the news of metal cleaning and finishing | 
is digested each month in The Metals Review | 
—the only magazine of its kind in the metal. 
industry. So it is here that more than 20,000 | 
men turn for the complete review of their | 
specific interests in the metal industry... And | 


REVIEW 


CLEVELAND 3, OHIO 


News of 


Laboratory 
Friction - Machining and 
Metals and 


Salvage and 


Metallurgy - 


Structure - Temperature 


Working, Rolling, 


| 


it is next to the metal cleaning digests that | 
MacDermid is assured of reaching thousands 
of executives and engineers when those men 
are interested in such products as cleaning and 
finishing compounds. Whatever you sell the | 
metal industry, there is editorial material of 
specific interest to your customers and pros- 
pects each month in The Metals Review. Select | 
your editorial positions from the list at the left | 
and make your advertising reservations to start 
in the August issue. 


|priced at $1 and up. Courtley 
spends $100,000 a year through 


|Glasser-Gailey & Co., Los An- 
geles. 
Up and coming is the Mem 


|Company, New York, established 
in this country in 1940 by Euro- 
peans who had been in business 
in Vienna since 1852. The com- 
pany has a complete men’s line 


to spend more than $50,000 on 
national advertising next year 
through Theodore J. Funt Com- 
pany, New York. 


A Man’s Face Cream 


Many others, of course, have ap- 
peared on the market, but only 
one, ‘John-Frederics, Inc., New 
York, has gone all the way and 
introduced a face cream for men. 
The For Men Only line consists of 
cologne, talc, soap and face cream. 

But skyrocketing sales and 
mushrooming firms prove the in- 
creasing acceptance of the prod- 
ucts by men, a situation long 
doubted by the die-hards in the 
toiletries field. 

Prior to 1939, only sporadic at- 
tempts had been made to design 
a shaving bow! attractively so that 
it would have masculine appeal. 
Lentheric, Yardley, Bourjois and 
several others had created a 
wooden mug for shaving soap, but 
there was no integration of design. 


Great Package Appeal 


Today, the motif is carried 
throughout the line. Seaforth, for 
example, uses a tan colored pot- 
tery mug for its soap and jugs for 
talc and lotions. Old Spice is an- 
other to use the mug and jug idea 
| in white with the picture of a 
clipper ship in red. 

Sportsman uses pictures of 
ducks on its lotion bottles and has 
several designs for the shaving 
mug, one in the form of a fish, 
another in the form of a bowling 
ball. 

Most of the shaving mugs can 
be used over again with a re-fill 
and many of the sets are packaged 
in gift boxes which have a variety 
of uses. Mem, for example, uses 
wood packages for many of its 
items. 


Some Are Gold-Plated 


Perhaps the most lush example 
of packaging, however, is the 
King’s Men line, product of Wind- 
sor House Ltd., Los Angeles. The 
items are packaged in 23-karat 
gold plated containers and sell for 
$5 and $10 per item. 

Basis for the emphasis on design 
is the fact that women in the 
past have purchased as high as 
70% of the total volume of men’s 
toiletries. Hence the attempt to 
create a package which will look 
masculine enough to please the 
male and be interesting enough to 
catch the feminine eye. 

Although the percentage of fe- 
male purchases has dropped con- 


7 siderably, with some members of 


the trade believing that the busi- 
ness is no longer dependent upon 
special occasions (Father’s Day, 
Christmas, etc.) sales, advertising 
of men’s lines continues to ap- 
pear regularly in women’s maga- 
zines. 

Another reason given for the 


retailing at $1.50 and up, and plans | 


| industrial 


¢ 
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continuing sales is the number ¢ 
men in uniform. The service ma 
probably becomes acquainted wit 
the line through a gift, but kh 
continues to buy it because higy 
likes it. 7 
The extensive use of men 
toiletries among servicemen, ¢ 
course, has done much to erag 
the stigma of “‘sissiness’” from th 
industry. In fact, if the prognos 
ticators are right, the man wh 
does not use one or another ¢ 
these lines in the future will } 
the exception, because the em 
phasis is on the “masculinity” , 
the odors. 


Young & Meyers, 
Public Relations, 
Formed in N. Y. 


New York, June 19.—John Or 
Young, co-founder of Young 4 
Rubicam, and Harold C. Meyer 
who headed 
his own firm, 
Institutional Re- 
lations, special- 
izing in institu- 
tional and 
pub- 
lic relations, 
have established 
Young & Mey- 
ers to represent 
industrial, com- 
mercial, munic- 
ipal and_insti- 
tutional clients, 
at 4 E. 53rd St. 

Mr. Young, 
who retired 
from Young & Rubicam in 1936 
has recently been public relation 
consultant for OPA and WPB i 
Washington. He will resign fror 
a similar post with the Nationa 
Industrial Information Committe 
of the National Association 0 
Manufacturers on July 1. 

Mr. Meyers was formerly asso 
ciated with NAM. 


\oe 


: 


John Orr Young 


Starts Philippine Paper 


A quarterly magazine, the Phil 
ippine Advertiser, designed to fos 
ter trade and economic relation 
between the United States and th 
Philippines, will be publisheg 
starting Oct. 1. The magazine wil 
be edited by Teddy De Nolasc 
Philippine journalist, with office 
in the Land Title building, Phila 
delphia, and in Manila. Th 
single page insertion rate is $12) 


Shuford to ‘Scholastic’ 


Clyde Ross Shuford, recent! 
released following three years 
Army service, has joined Sch 
lastic Magazines, New York, 
circulation promotion manage! 
Before entering service, Mr. Shu 
ford was executive copywriter 0 
Ziff-Davis Publishing Compan 
and advertising manager of Joh 
Knox Press, Richmond, Va. 


a 


Joins Ralph Jones 

Ruth Cain Farrell, for the pas 
eight years on the advertising an 
promotion staff of Procter. 
Gamble Company, Cincinnati, » 
joined the Ralph H. Jones vom 
pany, Cincinnati, as a copywrite! 


| Radio Homes in KVO0’S 


*U. S. Census. 


Daytime Half-Millivolt Area 


102% 


as compared te 
Entire State o' 
OKLAHOMA 


This includes the bonu 
counties in  Missour 
Kansas, and Arkansa: 
making the KYOO mar: 
ket the best buy i 
OKLAHOMA—tru! 
Oklahoma's No. | Ma 
ket. 


KVOO 


50,000 WATTS 
TULSA, OKLAHOMA 
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Take a good look at his picture. 


And let us tell you about him. He was publicized and advertised 
on the air, in magazines, in newspapers. When we tell you his 
name further on—you’ll remember it instantly and will your- 
self recognize the millions of dollars worth of advertising and 
publicity that made his name famous. 


What then is missing? Why have so many thousands forgotten? 


Because his name wasn’t in yesterday’s paper or today’s 


@Outdoo 


magazine. Because people haven’t heard much of George 


Gershwin lately. 


Brand names would fare no better. Out of sight is soon out of 
mind. The ad that did not run costs the advertiser more than 
one that did. The cancelled schedule is not a decision to save 
money but to lose it. The whole secret of advertising is to keep 


everlastingly at it. 


Especially among the markets with money to spend—quality 
markets that have the easy-to-sell buying power of men who 
read Outdoor Life or Field & Stream. No other publications 
cover this quality like these two independent quality leaders 
among men’s magazines. Here are two great individual pub- 
lishing properties in this field. Together, they cover the top of 
the cream of the crop—the ready and cheerful spenders—the 
men who can as easily spend $250 for a few days of salmon 
fishing as they do 25¢ for either of their favorite magazines— 
Outdoor Life or Field & Stream. A great market today— greater 
postwar when new millions now “hunting’’ overseas join this 


quality sportsman audience. Buy both and sell the nation’s best! 
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Magazine, Book 
Paper May Get 
5% Boost Soon 


Washington, June 21.—A 
straight 5% increase in the amount 
of paper allowed for magazine 
and book publishers, as well as 
commercial printers, appears 
likely soon, following reports 
from paper industry people here 
that a general improvement in the 
situation is already setting in. 


The 5% grant for bock paper 
users, a counterpart to a proposed 
increase in newsprint quotas (AA, 
June 18), comes as a result of 
decreased military demands for 
sulphate pulp and a favorable 
trend in domestic pulp production, 
‘industry sources explain. It may 
be announced July 1, or soon 
after. 

According to the manufacturers, 
the 5% grant would result from 
the domestic pulp picture, and 
would have no relationship to the 
possibility of additional pulp sup- 
plies from Sweden. 


Reports here this week indi- 
cated that the Swedish pulp may 
be coming in at the rate of 200,000 
tons a quarter within a few weeks, 
and that Sweden is likely to ex- 
ceed an original offer of 900,000 
tons between now and July 1, 
1946. The Swedish pulp would 
go into the general pool for as- 
signment to industrial users as 
well as publishers. 

While there still had been no 
official announcement of the 
Swedish arrangement, the War 
Shipping Administration confirmed 
the report that Sweden had agreed 


to carry the pulp for $8 a ton, 
compared with its original asking 
price of $12. 


Sales at Same Price 


Referring to the shipping agree- 
ment, OPA said that the Swedish 
pulp would sell at the same price 
as domestic and Canadian wood 
pulp, with producers paying the 
trans-Atlantic shipping costs, and 
the consumer paying American 
inland freight at the same rate 
that he pays freight on domestic 
and Canadian wood pulp. 

Reports of an impending 5% in- 
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HE replacement of machine tools and other 

equipment in railway shops represents large 
opportunities for railway modernization. Right now 
the railroads are active in this field. Their need for 
machine tools is immediate as a result of the record 
wartime demands on shop facilities and the urgent 
need for increased shop output and greater accuracy. 
During 1944, railroad machine tool and shop equip- 
ment purchases were greater than in any year since 
the late °20’s .. . and this activity is continuing during 
1945. 


The need for machine tools and shop equipment in 
the railway industry is one illustration of the huge 
pent-up market which is accumulating throughout 
the railway plant. 


In the railroad industry, four Simmons-Boardman 
publications are the recognized channels of authori- 
tative technical and business information. Each of 
these publications serves one of the several branches 
of railway activity—each has a specialized audience 


~ Railway Sionalins 


wy Age 
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in the 


of key men. The men who recommend and authorize 
purchases of all types of railroad shop equipment 
are the readers of Railway Age and Railway Mechan- 
ical Engineer. 


The 100-page booklet, The Post-War Railway Market 
for Manufacturers*, prepared by the editors of Rail- 
way Age and its three associated publications, pro- 
vides vital planning information for manufacturers 
who are interested in the heavy railroad buying indi- 
cated for the post-war period. 


*Any of the offices listed below will 
be glad to send you this booklet, free, The Pou-War 


Railway Market 


af s ee 
tite request for Manufacturers 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams St, Chicago 3 Terminal Tower, Cleveland 13 
National Prees Bidg., 300 Montgomery St., San Francisco 4 


Washington 4, D. C. 
530 W. 6th St., Los Angeles 14 1038 Henry Bidg., Seattle |, Wash. 
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|crease in consumption quotas fp 
book paper users received no com 
ment at WPB, where it was re 
peated only that no decisions » 
third-quarter paper restriction 
would be made until July 1. 

The newspaper industry advis 
ory committee has suggested taj 
the third quarter increase of 38,) 
tons in the newsprint availa)|q 
to publishers be allocated through 
a “one notch” relaxation of ths 
newsprint restrictions. Periodica| 
book and commercial printer 
recommended only that second 
quarter restrictions which held 
purchasing below the consump 
tion level be removed so that they 
will no longer need to “raid” thej 
inventories. 


Kraft Continued Short 


Kraft and special papers wil] 
continue in short supply in the 
third quarter, and no relief is an- 
ticipated in paperboard. Domes- 
tic pulpwood production in the 
Northeast has been running 199%, 
ahead of 1945, and an improve- 
ment is apparent in some other 
producing areas. Since V-E Day, 
export demands for pulp have 
tapered off, industry people say, 
and the munitions program has 
been cut back. Meanwhile direct 
shipment of newsprint from 
Sweden to the European continent 
is expected to resume soon. 

Concerned over the possibility 
that impending good news on the 
paper front may result in a re-§ 
laxation of salvage work and do- 
mestic wood cutting, and thereby 
endanger the entire program, J, 
Hale Steinman of the WPB print- 
ing and publishing division wired 
the various publishers associa- 
tions last weekend, and his wire 
was bulletined to members Mon-§ 
day. 

“Tt has been brought to my at- 
tention,” Mr. Steinman said, “that 
rumors of a relaxation in paper 
usage restrictions are spreading 
throughout printing and publish- 
ing industries. No official decision 
has been reached by the WPB re- 
garding any relaxation of any 
printing and publishing orders and 
none will be made before July 1. 
Any possible relaxation will be 
dependent upon the _ continued 
maintenance of a high level of 
pulp production and paper salvage 
collections as well as any possible 
increase in imports. I suggest that 
you notify your industry imme- 
diately of these facts.” 


FCC Okays NBC Change 


The FCC last week approved a 
modification of the NBC affiliation 
contract, permitting the network 
to contract for non-optional time 
for periods not exceeding 52 weeks. 
The station must give 35 days’ 
notice if it decides not to renew 
the contract to carry the adver- 
tiser’s program. 


Issues Executives Digest 


Farm Journal, starting this 
month, will publish a pocket-s.z 
condensation of each issue titled 
the “Executives Digest.” The pub- 
lication is designed primarily for 
advertisers and agency executives 
and will not be offered to the 
public. 


NBC Names Davis 


Bob Davis, former staff writer 
with the NBC press division, has 
been named trade news edito 
replacing Richard Connelly, w 
has resigned to join the radio pu! 
licity department of Young 

Rubicam, New York. New sta 
writer at NBC press is William 

Peer, formerly of Phillips H. Lor, 
Tnc., New York. 


reuHRP i CO. 


AUTHORITY 


Staff writers for American Restaurant Mags 
zine are the industry's outstanding authoritie 
...Leonore D. Freeman, quantity food sty?ist 
Jessie Alice Cline, practical menu planner 
Charles Wagner, kitchen engineer, and mas 
others. Your advertising surrounded by suc 
authority shares their prestige, gains buyer 
faster. Write for details of merchandisin 
service. 
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NE day, back in 1893, after Grandpa had grunted, sworn, tugged, shoved, and 
finally got Grandma laced into her corset, they went to the Chicago World’s 
Fair. Grandpa saw something there that made him mad. 


Gr andm a could “T don’t see why they don’t put one of those things on corsets,”’ he growled. ‘‘One of 
those things’’ was the first slide fastener. A man named Judson was displaying it at the 
Fair. He had invented it that year to fasten the tops of his shoes. 

It took brand advertising to put the slide fastener permanently into everyday Ameri- 
can lives. 


have had one 


Talon, Inc., largest manufacturer of slide fasteners in the world today, has done 
much of the job. Brand advertising has helped to create mass desire for Talon slide 
fasteners, and resulted in the mass production of better slide fasteners at constantly 
lowered prices. More than 100 million Talon slide fasteners were being used as far 
back as 1935—and year after year, have cost less. 


on her corset... 


The story of brand advertising’s results is always the story of benefits to the public. 
Only 17 years after it cost you, on the average, $600 for an electric refrigerator, you 
could get a better, nationally advertised one for $170. The average radio cost $125 in 
1927; a better, nationally advertised one averaged $31 just before the war. Gillette 
Safety Razors dropped from $5.00 in 1906 to 49c (with five Blue Blades!) in thirty 
years of brand advertising. 

This wouldn’t be—couldn’t be—America, if brand advertising hadn’t helped create 
mass production, cut costs, and provide all of us with the better things we want to 
live with. 


FREE REPRINTS OF THESE STORIES OF ““WHY AMERICA’S GREAT’ 
This series of newspaper and magazine advertisements is of- 
fered as a public service by Fawcett Publications, Inc., 295 
Madison Avenue, New York 17, N.Y. Write for free proofs. 


It happened to Congoleum Rugs 


$18.00 in 1920 but $6.95 in 1942 


Congoleum brand advertising, 

with its emphasis on quality through 

the years, is one big reason why the 

mushrooming demand for Congoleum 

Rugs necessitated a constantly expanding 

mass production that cut the price. That’s 
the natural result of brand advertising. 


FAWCETT PUBLICATIONS, INC. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Magazines Printed 
by Donnelley Hit 
Hard by Strike 


Chicago, June 21.—The strike of 
printing trade unions at the Lake- 
side Press of R. R. Donnelley & 
Sons Company, which has already 
seriously disturbed printing and 
delivery of Life, Time and other 
magazines, threatened this week 
to embroil the plant, the maga- 
zines and other Donnelley clients 
in far greater difficulties. 

Spokesmen for the strikers gave 
no evidence today that they be- 
lieve the strike will end until they 
get the closed shop and other de- 
mands that led them to strike 
June 3. If the strike continues 


winter catalogs customarily are 
mailed about mid-July. The cata- 
log schedule requires that various 
printing houses in Louisville, New 
York, Chicago and other cities 
send parts of the runs to the huge 
Donnelley bindery for binding be- 
ginning in mid-June, and this 
work is already delayed. 


Sears, Wards Would Suffer 


If Sears and Ward catalogs 
should reach customers a month 
late, the two companies would un- 
doubtedly lose much business, a 
large part of it to Spiegel, Aldens 
Chicago Mail Order and other 
competitors, who print elsewhere. 

Most seriously affected among 
magazines so far have been Life 
and Time, neither of which were 
printed in full runs last week. 
Union spokesmen assert that the 
full effect on these weeklies will 
not be felt until early next month. 
They have been hit hardest by 
refusal of union printers to work 


another month it may well havejon Life and Time at Cuneo East- 


a serious effect on the largest mail 


‘ern Press in Philadelphia, which 


order houses as well as on periodi-| normally turns out 400,000 copies 


cals. 


|of Time and 1,115,000 of Life. 
The Sears, Roebuck & Co. and| 


Last week Donnelley produced 


000 of Life, considerably more 
than its usual share of the ap- 
proximately 1,200,000 copies of 
Time and 4,000,000 of Life. Union 
officials point out, however, that 
a large number of pages included 
in the magazines last week and 
this week were full-page color ads 
printed at Cuneo and other plants 
before the strike began. 

They say that even if Donnel- 
ley’s plant were able to operate on 
a maximum seven-day schedule 
it could not print the same full- 
size copies or as many copies of 
Life and Time as are regularly 
printed. 

Time, Inc., last week went to 
the unheard-of length of mailing 
some copies to newsstands under 
first class postage, at about 35c a 
copy for Life and 18c for Time, 
with many Chicago newsstands 
reporting receipt of small bundles 
bearing as much as $4 in postage. 
Truck drivers cooperating with the 
printers refused to deliver the 
magazines here, and in some other 
cities distributors were reported 
to have returned the magazines to 
Time, Inc., C.O.D. 

A check with newsdealers in 


Montgomery Ward & Co. fall and | 920,000 copies of Time and 3,725,-| various cities indicated that Life 


and Time distribution has devel- 
oped into almost a city-by-city 
operation. In St. Louis, for ex- 
ample, Time was available as 
usual, but Life has not reached 
newsstands for two weeks. In 
Detroit both reached newsstands 
late and supplies varied from 70% 
to 40% of normal for Life, while 
Time was more plentiful. In Los 
Angeles and Cleveland Life sup- 
dlies for newsstands were down 
30%. 
Mass Meeting Scheduled 


In New York a spokesman for 
Time, Inc., denied that the addi- 
tional mailing costs had been sub- 
stantial. ‘“‘Less than half” the 
copies destined for newsstand dis- 
tribution had been mailed at 
higher rates, and the higher rates 
have been less than a cent a copy 
above normal, he said. Both Time 
and Life newsstand copies will 
again be mailed to newsstands in 
some parts of the country this 
week, it is reported. 

The WLB has issued an order 
directing the strikers to return to 
work, but the AF of L central 
council here has scheduled a city- 


|wide mass meeting for Sunday to 


They 


they saw.. they 
concurred | 


Outstanding personalities of the air- 
waves, are The Blackhawk Valley 
Boys and Penny West. It is esti- 
mated that three-quarters of a 
million people.. in the past two 
years.. have seen and heard them 

in personal appearances through- 


out the WOWO area. 


For more than six years, 

these virtuosi of the banjo, 
accordion, and Spanish guitar.. 
abetted by Penny West, who doubles 
in song and bull-fiddle strumming... have 
imparted the folksy flavor of their genius to 


various WOWO and Blue Network offerings. 


Continuous clamor for personal appearances resulted 


" fit in 140 bookings in 1944 alone! 
favorite entertainers. 
KEX «+ KDKA «© WBZ © WBZA © KYW © WOWO 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


Ta 


FORT WAYNE 


This exceedingly popular team is heard regularly on their own 
and the WOWO Farmhouse programs. If you would take the 
measure of the rich Hoosier market in the WOWO primary 


area, you can do no better than to enlist the aid of Indiana’s 


Have NBC Spot Sales produce the proof, in the form of an 


audition-record from the WOWO “Cradle of Stars’ library. 


mmol powrefal idattor 


Donnelley unions. 
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The situation has been comp j- 
|cated by a widespread strike > 
truck drivers here which has re-— ~ 


launch a campaign to aid 


sulted in the calling in by ODTE DEC 
of about 10,000 soldiers to operate 

the trucks. Some soldiers eariy Ch 
this week were handling ship- nd 


ments into the Donnelley plant§ ‘%¢ ¢ 
but later the ODT put an end to 


this on the ground it did not want§ ‘° 5 
to get involved in two strikes af “nce 
the same time. peed 


The Donnelley unions have 
called on other unionized press- Th 
men, photo-engravers, etc., here 
to stop work on all publications 
which have any part of their work 
done at Donnelley’s. The unions’ § 245 } 
blacklist includes work of various 
types done elsewhere for Sears, 
Montgomery Ward, Genera] 
Motors, General Mills, Quaker 
Oats Company, Funk & Wagnalls, 
|Scott-Foresman, University of 
| Chicago, Procter & Gamble, Read- 
er’s Digest (the English edition of 


which is printed here), Reming- 
ton Rand and others. ae 
Other Papers Delayed Com 
Hotel Monthly’s June issue, due § 289 
in the hands of readers last week. CO” 
has not yet left the Donnelley gj 2@m 
plant. National Provisioner this @ 2!S° 
week was forced to drop 17 ad-™ MJ 
vertisements and to come out in 
a smaller edition. The Annual 
Meat Packer’s Guide, a publica- Fe 
tion of National Provisioner, Inc., @ plia! 
is being held up although it is set, @ step 
printed and bound outside the gj mor 
Donnelley plant. alreé 
Spokesmen for Farm Journal & § the 
Farmer’s Wife and _ Pathfinder § larg 
stated positively today that those g@ ance 
publications were only slightly de- @ it al 
layed last week and that they § job 
expect no further difficulty be- § sale: 
cause of the strike. 1S + 
pect 
G-F Shuffles Fall Ji 
" adve 
Shows, Agencies, } 
Products on CBS Jo 
New York, June 22. — When Li 
General Foods Corporation re-@ &rs, 
sumes Kate Smith’s evening pro-§ and 
gram in September, the show will@ toda 
be cut from one hour to 25 min-@ Rad 
utes on CBS and shifted from @ soci 
Sunday, 7-8 p.m. to Friday, 8:30- @ mot 
8:55 p.m., EWT. The latter time sub: 
was occupied by the show prior @ zati 
to this year when G-F decided to @ mar 
experiment by expanding it to one @ ing 
hour and moving it to Sunday 
evenings. Instead of Jell-O, pud- Ta! 
dings and Sanka, Kate Smith will a 
promote Postum this fall, through N 
Young & Rubicam. sisti 
G-F’s “The Adventures of the @ sale 
Thin Man,” now heard Fridays at @ por 
8:30 p.m. for Grapenuts§ and @ join 
Grapenut Flakes, will move tog vill 
Sunday, 7-7:30 p.m.and will pro- @ the 
|mote Post Toasties, entailing an 
agency change from Y&R to 
Benton & Bowles. The other hall 
of Kate Smith’s former time will 
be filled by Fannie Brice’s “Toas- 
ties Time” for Sanka coffee, the 
show moving from Benton & 
Bowles to Y&R. 
“The Aldrich Family,” which 
|G-F presents Fridays at 8 p.™. 
| will change products in the (al! 
from Postum to Grapenuts ind 
Grapenut Flakes, but continues 
with Y&R. 
‘Monitor’ Appoints 
Harry J. Birtley has been 
pointed eastern advertising n 
ager of the Christian Science IV »!\- 
itor, with offices at 500 Fifth A °., 
New York. 
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Electric Group 
Plots Appliance 
Selling Campaign 


Chicago, June 20.—With radio 
nd appliance dealers joining in 
the cooperative effort, the Electric 
\ssociation is planning a program 
o spur sales of electrical appli- 
ances when production is resumed 
and war plant demands for power 
start falling off. 

The program, according to Maj. 
A. A. Gray, association secretary, 
will include newspaper advertis- 
ing in Chicago dailies, supporting 
ads in community weeklies of the 
metropolitan area, store displays 
and intensified sales efforts by 
dealers. Details are still to be 
worked out by the full member- 
ship of the organization, which in- 
cludes utilities operating in the 
Chicago area, national manufac- 
turers and local distributors in the 
electrical field. 

Leaders in the cooperative effort 
are the Commonwealth Edison 
Company and Public Service Com- 
pany of Northern Illinois. Foote, 
Cone & Belding, Chicago, which 
handles both these accounts, will 
also direct the group campaign, 
Major Gray said. 


More Than 200 Join 


Formation of the radio and ap- 
pliance dealers’ unit is the latest 
step in the association’s plans, and 
more than 200 retailers have 
already joined the group. While 
the industry is certain there is a 
large pent-up demand for appli- 
ances of a load-building character, 
it also believes that a real selling 
job will be necessary to continue 
sales after the first consumer rush 
is over. 

Association members are ex-| 
pected to use an Electric Associa- | 
tion insignia in their individual | 
advertising, and decals will be) 
prepared for store window and | 
doorway display. 


FORM L. A. GROUP 


Los Angeles, June 21.—Retail- 
ers, distributors, manufacturers 
and electric utilities in this area | 
today formed Southern California | 
Radio and Electric Appliance As- | 
sociation to aid in the orderly pro- | 
motion of appliance selling. A| 
substantial portion of the r= a 
zation’s budget has been ear-| 
marked for institutional advertis- | 
ing in metropolitan newspapers. | 


Takes Mengel Ad Post | 


N. Stuart Irwin, formerly as- | 
sistant director of advertising and 
sales promotion of Carrier Cor- | 
poration, Syracuse, N. Y., has | 
joined Mengel Company, Louis- 
ville, as advertising manager of 
the furniture division. 


Schenley Names Eric 


Seward W. Eric has been ap- 
pointed a vice-president of Schen- 
ley Import Corporation, New York. 
Mr. Eric was formerly head of 
his own importing concern. 


Handles RCA Line 


Spitzer & Mills Ltd., Montreal, 
ill handle advertising for the 
‘w line of home appliances to 
marketed by RCA Victor Com- | 
ny, Montreal. 


A Young School Teacher | 
Had a Vision of Publishing | 


When James H. McGraw | 
was 24 years old, he had | 
graduated from _ normal | 
school and had begun to} 
teach. Then he started, | 
almos ; by posiGont, in the | 
publishing “bus sines as a 
subscri iptt yn solicitor during 
his spi . time and in the 
nonths. He got a 
ipse of publishing possi- 
s, went to New hy ork 


Ww year th 
iis own publis shing 


Ceacher of Business shing Philose 
imes H. McGraw," is th abso yt 
life and ideals of the ) built t 
t business publishing house in the world 
Y @ poor school teacher, was bee to borre 
y on a life insurance policy ite m 7 his first 
stument in a publishing enterpris rose to 
® and fortune is the theme of thi 
il of human interest Ben Frar 
raphy or ‘‘The Ame ric -anizat on of Edy 
Teacher of Busir we believe, is dest 
€ one of the ciassics f the Dp t 
ort - b ook, which will be 
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r story of 
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Gratton to Foster 


James A. Gratton, for 16 years 
production manager of the art 
department of Rapid Grip & Bat- 
ten, Toronto photo-engravers, has 
joined Harry E. Foster Agencies, 
Toronto, as chief of production. 


Sayers to Health-Mor 

H. M. Sayers has been appointed 
West Coast division manager of 
Health - Mor, Inc., manufacturer 
of Filter Queen, bagless vacuum 
cleaner. His headquarters. will 
be in Seattle. 


Lister to Imperial 

Ray D. Lister, formerly man- 
ager of the publications division 
of Saturday Night Press, Toronto, 
is joining the advertising-sales 
promotion department of Imperial 
Oil Ltd., Toronto. 


Council on Candy 
Adds to List for 
1945-46 Campaign 


Chicago, June 21.—With funds 
already raised to carry the pro- 
gram into 1946, the Council on 
Candy of the National Confection- 
ers’ Association may add to its 
media list in September as it 
strives to convince the public that 
candy is nutritionally good. 

The council on July 1 will start 
the second year of its $1,000,000 
two-year campaign in behalf of 
the entire industry. Its drive to 
assure funds for the 1945-46 year 
has already passed the half-way 
mark, according to S. H. Cady Jr., 
director of the headquarters staff. 
Theo. Stempfel, vice - president, 
E. J. Brach & Sons, Chicago, is 


chairman of the council’s steering 
committee, 

Consumer advertising, starting 
with a page in the July 7 Liberty 
and Saturday Evening Post, also 
is to appear between then and Jan. 
1 in The American Weekly, Life, 
McCall’s, Parents’ Magazine and 
Redbook. Leo Burnett Company, 
Chicago, is the agency handling 
the consumer copy. 


To Add 7 Papers 


The council’s messages to health 
authorities, physicians and nurses, 
already running in 13 professional 
publications, will be published in 
seven additional papers. Other 
additions may be made in Sep- 
tember, when teachers start an- 
other classroom year. L. G. Mai- 
son & Co., Chicago, handles this 
part of the campaign. 

The rights of industrial users to 
their sugar allotments will 


be | 


7 


widely discussed when the scarcity 
of sugar becomes more generally 
realized, Mr. Stempfel, and the 
industry hopes to counteract any 
claims that candy is a non-essen- 
tial and a luxury. After the war, 
when volume production will be 
possible, the council hopes to 
stimulate heavy, consistent sales 
of candy on its true merits as a 
food. 


Seeks Increase in Volume 


“Establishing a new conception 
of candy,” he added, “‘will keep it 
moving in tremendous volume 
from our factories to consumers 
and will serve well to combat the 
return of such over-production, 
under-demand merchandising ille- 
gitimacies as trick counts, free 
goods and loss leaders. Our in- 
dustry must prevent the rebirth 
of the desperate sales practices of 
the 1931-42 era.” 


: Talk to the Farmers of Oregon 
: and Southern Washington through 


KALE’S 


Two FARM SERVICE 


KALE’s Farm Service Department is the first full-fledged service of its kind to be 


established by any Portland radio station. In the few months of its existence it 


Featuring one of radio’s 


DIRECTOR 


foremost agricultural broadcasters 


BURTON HUTTON 


circles... 


station, 


has already achieved wide popularity in its listening territory—the rich agricul- 


tural districts of Oregon and Southwest Washington. This fertile empire with 


43,480 farms has a farm and rural population of 402,156 according to the 


1940 U.S. Census. 


PAY DIRT, the program of KALE’s Farm Service Department, is broadcast 
twice daily except Sunday from 6:30 to 7:00 a.m. and from 12:15 to 12:30 p.m. 
Offers timely and reliable information on markets, weather, farm gardens, 
crop and livestock production and news of 4-H, FFA and farmers organizations. 

Pictured above are members of KALE’s Farm Service Advisory Committee, 


comprised of 20 county agents and prominent farmers who meet with Farm 


Service Director Hutton at regular intervals. 


NATIONAL REPRESENTATIVES 


Burton Hutton is widely known 
in Pacific Northwest agricultural 
for seven years Director 
of Agricultural 
KOAC, the Oregon State College 
later Assistant 
Agricultural Development Agent 
for the Great Northern Railway. 


Broadcasting at 


General 


Announcement participation is now available 
on PAY DIRT. For information see any KALE 


representative. 


PORTLAND, OREGON 


JOHN BLAIR & COMPANY 
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Revion Nails 
Sales Records 
fo Muted Colors 


Budget to be Boosted 
for Farel Destin 
Cosmetic Line 


(Picture on Page 71) 


New York, June 19.— Having 
pulled their nail enamel and lip- 
stick into foremost position in 
the industry, officials of Revlon 
Products Corporation, who have 
controlled the Farel Destin treat- 
ment line of cosmetics for the past 
five years, now are laying plans 
to push these products to new 
heights. 

The Farel Destin line will be- 
gin to get extensive advertising 
support this fall, and although the 
company refuses to commit itself 


}on the amount of money which 
will be placed behind the line, 
trade sources anticipate that the 
effort will be far from niggardly, 
and may even approach the scale 
of Revlon advertising, which is 
currently backed by more than 
$1,000,000 worth of promotional 
effort annually, through McCann- 
Erickson, Inc. 


11-Year Saga 


Vigorous promotion of the Farel 
Destin line marks another mile- 
stone in Revlon history and in the 
continued expansion of the cos- 
metics industry—an industry in 
which Alger-like success stories 
seem to be as common as spring 
showers. 

In 1934, Charles Revson, his 
brother Joseph, Charles Lachman 
and one stenographer comprised 
the Revlon organization. Now, 11 
years later, the company has 1,100 
employes in its New York and 
California offices, as well as two 
super-magnificent salons in New 
York and Miami which specialize 
in such items as manicures at $3 
each and pedicures at $4.50. 

Mr. Revson and his associates 
attribute the mushroom growth of 


the company, whose annual sales 
now run into eight figures, to their 
discernment in realizing that nail 
enamel and lipstick need not nec- 
essarily confine their sales glamor 
to the counters of five-and-ten- 
cent stores, and to an abiding faith 
in the power of advertising and 
timely promotion, 


Ad Pulls Mightily 


The first ad Revlon ever ran was 
a quarter-page for the nail enamel 
in a beauty trade paper, proclaim- 
ing the cheering news that the nail 
enamel originated by a _ society 
woman high up the social register 
was available to beauty shops. The 
ad carried a coupon, and Revlon 
officials are responsible for the 
statement that 7,000 of the maga- 
zine’s 35,000 readers responded 
promptly. 

Until 1937, Revlon concentrated 
its sales and distribution efforts on 
beauty shops, licensing exclusive 
shops in each area. In that year, 
having built up an acceptance 
among the patrons of the better 
beauty shops, Revlon took the 
plunge into national distribution 
on its own, selling its nail enamel 
at 60 cents in competition with 


products which held the bulk of 
the business at a 10-cent price. 


Lipstick Introduced 


In 1939, Revlon introduced the 
“match your lips with your finger- 
tips’ campaign simultaneously 
with the appearance of its new 
lipstick. The lipstick matched the 
color of the nail enamel and sold 
for 60c and $1. Within one year 
after its inception, Revlon had sold 
more than 1,000,000 lipsticks. 

In October, 1943, Revlon began 
to promote its face powder. Copy 
theme was: “The real difference 
in face powder is color by Revlon.” 
The powder is marketed under the 
Revlon label and is described as 
““wind-milled.” 

But the real reason claimed for 
Revlon’s success is the fact that 
it introduced smart colors in nail 
polish and coordinated color with 
fashions. In many department 
stores and specialty shops in the 
country, the appearance of a new 
Revlon color is the signal for win- 
dow displays built around it. For 
example, the current color, Dyna- 
mite, is tied in with the “bare- 
midriff” fashion now in vogue. 

The latest Revlon ad proclaims: 


. by 


IT FLOATS 


N. W. AYER & SON, INC. 


Philadelphio * New York * Chicago 
Detroit * San Francisco * Hollywood 


Boston . 


Honolulu ° London 


The Goodyear Tire & Rubber Co. 


has pioneered in aircraft since 


1910, when it improved the tires 


and wing fabrics for early planes 
of the Wright Brothers. * Then, 


during World War I, Goodyear 
helped introduce Navy Patrol 
Airships to America — later built 
the “Blimp” Fleet which roamed 
the skies for 16 years without a 
passenger accident. * Today our 
client is one of the 12 leading air- 
craft manufacturers of America. 
Thirty-five years’ experience is 
Goodyear’s pledge of great 


things to come. 


Advertising Age, June 25, 194 


“A modern goddess wears Color 
by Revlon. Yes .. .: you can be 
a Greek goddess this summer. Your 
clothes reflect the glorious tra. 
dition. Your head sleek-sculptored 
like a statue. There’s new allure 
in Dynamite .. . that real red-req 
nail enamel and lipstick . . . latest 
triumph among Revlon’s ‘21’ color 
originals.” The illustration show; 
a model wearing the latest in play 
clothes and coiffeur, and of course, 
Revlon nail enamel and lipstick 

The advertisements run in full 
pages and spreads in four colors 
in the fashion, women’s service 
and fiction magazines, The New 
Yorker and Seventeen. Revlon 
claims to be the first to introduce 
the double truck ad in the cos- 
metic field. All ads run 12 months 
a year in these magazines and in 
business papers in the beauty field, 


Invades New Markets 


From its inception Revlon has 
concentrated on the class market 
and surveys have shown that it 
has continued to dominate this 
market. In a recent survey con- 
ducted in nine major markets, 
Revlon nail polish led the field. 

In the 1944 “Beauty Forum” 
conducted by Fawcett Publications, 
Inc., Revlon definitely made in- 
roads into the nail enamel field 
previously dominated by Cutex, 
demonstrating that its appeal has 
reached down into a stratum of 
buyers which was formerly con- 
sidered out of its class. 

In 1942, Cutex led the Fawcett 
field with 32%, Dura-gloss was 
second with 26%, Revlon had 18% 
and Chen Yu, 4%. By 1943, Cutex 
had 31%, Dura-gloss 26%, Revlon 


20% and Chen Yu 8%. In 1944, 
however, Cutex had dropped to 


29%, Revlon was second with 25% 
and Dura-gloss got 18%. 


Introduces Muted Colors 


These figures are especially in- 
teresting in view of the fact that 
they show a swing from _ pur- 
chases in five-and-ten-cent stores 
to department stores where Rev- 
lon is sold. 

Not a small part of the success 
of the Revlon operation must be 
attributed to Charles Revson, who 
is probably responsible for making 
men like nail enamel. It was he 
who introduced muted colors in 
the product. 

Before Revlon hit the market, 
all nail enamels consisted of “clea! 
colors” in either bright, medium 
or dark shades. He began to mix 
colors and the finished product 
was opaque. Today, there are 21 
shades of lipstick and nail enamel, 
some of them famous in their own 
right. 


Redesigns Package 


Perhaps the most famous ex- 
ploitation stunt was to name one 
of the enamels “Mrs. Miniver 
Rose.” Tying in as it did with 
one of the most successful movies 
of the year, the enamel and lip- 
stick have since become a part of 
the vocabulary of the female shop- 
per. 

The latest promotion idea was 
born with the shortage of paper 
for presentation boxes. Each 
standard box was redesigned to be 
a show case for the new colors. 
Ideas like that helped Revlon win 
the Beauty Fashions award for ‘he 
best promotions four years a 
row. 


Humphrey Gets Account 
Monument Mills, Housatonic, 
Mass., has appointed the ‘ew 
York office of H. B. Hump: ey 
Company, effective Sept. 1. 
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How do America’s top Management Men 


and their associates keep fit? 


heir own 


Here is how those who read The United 


jous ex- 


States News relax when they are away 


and lip, from their desks — 
38.8% ... like to fish 

27.6% ... enjoy shooting 
25.7%... are golfers 
19.0%... goin for photography 


Subscribers to The United States News 


(200,000 GUARANTEE) 
spend a small fortune on traveling and 


The Direct Route to 


equipment to pursue their spare-time hobbies. ene Sep ee ae 


corporate and family buying 


Read it regularly and 
ider it one of today's best * 
magazines." A large segment of the No. 1 Quality Market includes most of 


| f United S N | il enc: Daniel W. Ashley 
Denney, President the names o nited States News subscribers . . . 90% of them Vice 


(0 THERN PACIFIC RAILWAY CO. are cover-to-cover readers. 30 Rockefeller Plaza, New York 20, N.Y. 
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AP Case Viewed 


as Precedent for 
Other Trade Suits 


Washington, June 20.—The Su- 
preme Court ruling in the Associ- 
ated Press case here Monday is 
widely interpreted by Washing- 
ton’s legal brood as a precedent 
for many types of business men 
who feel that they are hampered 
by private restraints on trade, to 
follow the example of publisher 
Marshall Field and apply for re- 
lief under the Sherman Act. 

While there is good reason to 
believe that the decision is actu- 


ally nowhere near as sweeping as 
these conclusions imply, there can 
be no question that the anti-trust 
lawyers are anticipating a busy 
season, and a flood of challenges 
to the membership rules of trade 
associations, cooperatives, and per- 
haps even the dealer franchise 
arrangements of large corpora- 
tions. 


Justice Quiet on Future 


At the Justice Department, 
where you still get little more than 
joyous squeals of victory and pro- 
tests that the decision has still to 
be analyzed, there is a definite 
tendency to belittle the suggestion 
that the door is open for all kinds 
of actions, and that a precedent 
exists for making everything from 
the NAM to General Motors a 
public utility. 

According to those who are 


willing to talk, the door has been 
most effectively jammed in the 
concurring decision of Justice 
Douglas, which points out that 
“every exclusive arrangement in 
the field of business or the com- 
mercial field may produce a re- 
straint of trade ... [but] It is 
well settled that a feature of an 
illegal restraint of trade, which is 
innocent by itself and which may 
be lawfully used if independently 
established, may be uprooted along 
with other parts of an illegal 
arrangement.” 


Monopoly Is Key 


According to their interpreta- 
tion, all arrangements involve re- 
straint of trade, but the restraint 
conflicts with the Sherman Act 
only when it is on a sufficiently 
large scale to have the tendency 
of causing a monopoly. 


In the AP case, the court ma- 
jority held that by-laws which 
permitted AP members to “pro- 
test” the election of their local 
competitors created an unreason- 
able handicap to trade. The ma- 
jority insisted that publishers are 
no different from people in the 
steel, aluminum or other busi- 
nesses, and that the fact that a 
publisher handles news does not 
afford “a peculiar constitutional 
sanctuary in which he can with 
impunity violate laws regulating 
his business practices.” 


Roberts Protests View 


The court said a combination 
restraining trade violates the 
Sherman Act whether it is wholly 
nascent or abortive on the one 
hand or successful on the other. 
It was this statement which led to 
the protest from Justice Roberts 


The 


strength to keep it off 


Americans wore this cap for twenty- 
two years—until it was knocked off 
at Pearl Harbor. 


We wore it when we scrapped the swift, 
gray fighting ships of our navy. We 
wore it when we let our weapons rust 
and a mighty army melt away. We 
wore it when we didn’t fortify Guam. 
We wore it when we let the Japs grab 
the Carolines, the Marshalls and the 
Marianas. 


We wore it when we listened to those 
who told us how pretty we were sitting 
behind impassable barriers— Maginot 
Oceans. 


The American Legion shouted as loud 
as its million voices could—for a strong 
army, for a big air force, for a navy 
second to none. Ours has always been 
the fighting man’s theory of keeping 
out of trouble: 


Always be ready and able to wade in. 


Now we hear much of peace. And terms. 


But the terms of any peace are only the 
means of stopping a going war. They 
have never been the means of prevent- 
ing another. 


And the prevention of another war like 
this will be the topmost aim of every 
veteran of the millions to come home. 


No American fighting man returning 


from this conflict wants to see America 
again put on the dunce cap of disarma- 
ment, or the dunce cap of isolationism, 
or the dunce cap of complacence. 


And in the hands of ten million united 
fighting men will be the strength to 
keep it off. 


It is this realization that brings today’s 
veterans to the ranks of the American 
Legion—hundreds of thousands with 
an understanding of the common cause 
and with the common view: 


That the strength to keep America’s 
peace lies in the mighty and firmly- 
joined hands of all who have walked 


the long road back from America’s wars. 


THE AMERICAN LEGION speaks for the millions of fight- 
ing men who consider their service to America not 
ended by the ending of war but only begun—the 


keeping of peace. 
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that the “public utility” concep: 
had been extended unduly. Justic: 
Roberts felt there had been m 
proof that competition did no 
exist in the field, or that a mo- 
nopoly was developing. 

He pointed out that AP merely 
gathers and writes the news, but 
that the events are here for other; 
to write and record as they wish 
He could not understand how the 
court could suggest that so long 
as news can be gathered by any 
one, AP could have a monopoly. 


Reviews May Be Sought 


Those who believe that the 
number of new actions as a result 
of the decision will be limited say 
that it has never been argued that 
dealer franchises involve an un- 
reasonable restraint of trade. In 
the AP case, they say, the real 
issue is that a competitor had 
power to deprive a newspaper of 
an important source of news. The 
ruling makes no change in AP op- 
erations other than requiring that 
competitors no longer have that 
power. Government people con- 
cede, however, that in supervis- 
ing the revised by-laws, the dis- 
trict court may be asked to review 
almost every case in which AP 
refuses to elect a newspaper to 
membership. 


Rules Against Union 


During the same final day, the 
court ruled that a closed shop con- 
tract between Local 3 of the In- 
ternational Brotherhood of Elec- 
trical Workers and a group of New 
York City manufacturers prevent- 
ing installation of equipment made 
outside New York City was a re- 
straint of trade in violation of the 
Sherman Act. 

“We think Congress never in- 
tended that unions could, con- 
sistently with the Sherman Act, 
aid non-labor groups to create 
business monopolies, and to con- 
trol the marketing of goods and 
services,” the court said. 


KDYL's great Utah audience 
includes employees of this re- 
finery making 100-octane gaso- 
line at its new $14,000,000 
plant addition in Salt Lake City. 
It is just one of many activities 
pouring payroll dollars into the 
market where KDYL is the pop 
ular station. 


Local Advertisers Know 
KDYL Brings Results 


For many years the refining 
company—largest in the inte: 
mountain west—has used KDY 
consistently to reach car-ow! 
ers in this are: 
Experience prov 
that KDYL brinc 
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How Big Is Television? | 


There is no doubt that the dra-)ing may be expected to go on) 
matic and spectacular qualities of} much as in the past, except that | 
television have excited the public, 
as well as broadcasters and ad- 
vertisers. Manufacturers of tele- 
vision receivers undoubtedly 
visualize a great and expanding 
market for their products, the dis- 
tribution of which will make 
television practicable as a medium 
for sales promotion. But the rela- 
tive size of the television audience, 
as compared with listeners to 
standard broadcasts, cannot as yet 


audience for television. 

If this turns out to be the situa- 
tion, the problem from the stand- | 
point of advertisers becomes sim- | 
pler. Tried and proved methods 
of broadcasting, which have built 
large audiences at minimum costs, 
need not be discarded, even 
though new techniques will be 
studied and applied to television 
as the potential audience becomes 


be determined, though a forecast|numerically important. But no 
along that line would be very/revolution in the broadcasting | 
helpful to advertisers and agen-| field need be expected if sound) 


cies now studying the possibilities 
of the new medium. 

Some of those who have been 
closest to television from _ the 
standpoint of research on both its 
technical and commercial phases 
are convinced that it cannot hope 
to account for more than one- 
fourth of the total radio audience. 
They feel that the economic factor 
will limit sales, compared with 
standard receivers, which should 
always be considerably lower in 
price. In addition, sound recep- 
tion is practicable while motoring, 
for example, and in many other 
occupations where close attention 
to the television screen would not 
be possible. In other words 
standard broadcasting and listen- 


broadcasts continue to represent 
the principal vehicle for entertain- 
ment, news and advertising. 

One of the real problems at 
present is how fast high frequency 
television will be developed. Many 
familiar with the rapid progress | 
of engineering research in this 
field are certain that it will come 
soon. If this is the case, the ques- 
tion of how aggressively sets de- 
signed for the reception of low 
frequency video programs should 
be promoted is a serious one, in 
view of the certain and rapid ob- 
solescence which they would en- 
counter. Such a situation might 
result in a real setback for tele- 
vision, from which it would pos- 
sibly take a long while to recover. 


A Better Advertising Climate 


The basis for the postwar plans;council is in a preferred position 
of the War Advertising Council,|to continue the mechanism which 
as outlined by James W. Young,| will supply this need to advertis- 
chairman, is highly significant of| ing. 
the new thinking which is being| “Because no industry in the fu- 
applied to advertising and its|/ture which does not have and 
functions in terms of its relation-|demonstrate a continuing sense of 
ship to the public as a whole and| social responsibility will find itself | 
the achievement of over-all social} operating in a _ satisfactory cli- 
objectives. His prospectus for the| mate.” 
utilization of advertising on a 
broader basis than has ever been 
conceived heretofore is stimulat- 
ing and likewise challenging. 

In suggesting the reasons for 
the continuance of the council, 
Mr. Young enumerates such points 
as these: 


The climate in which business 
operates is not always of its own 
| making, and one of the big needs 
for postwar reconstruction is de- 
veloping a set of meteorological 
| conditions affecting business which 
| will enable it to operate more suc- | 
|cessfully. But certainly the fac- 
tors which business can control, 


“Because it has the possibility 
of becoming the supreme voice of 
advertising, and as such making | termine public attitudes, 
it a more effective tool both of | be developed 
business and of society as a whole. | 

“Because every type of business | 
activity will continue to need|which the council 
liaison with government, and the! its postwar efforts. 


| 


New | 


| 


Lawrence M. Hughes, Executive | 


10 Cents a Copy, $2 a Year| 
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—Magazine World 


Truthful Speech 
Orville E. Reed 
|Mich., thinks that 


of Howell, 
the makeup 


|man on the Cleveland Plain Dealer 


was imbued with a knowledge of 


there will be a new and interested | ‘the ultimate in truth when, shortly 
| before Father’s Day, he placed two 
| ads 


together. One said: ‘For 
everybody. Checking accounts. 
The Cleveland Trust Company.” 
And directly beneath came: “For 
Father. Gold Cornered. Billfold.”’ 
Apparently father doesn’t hold on 
to money long enough to get it to 
the bank. 


Wiping Off the Smiles 

Some time ago this department 
called attention to the various 
giggling, laughing, smiling, chort- 
ling and chuckling Irishmen who 
were snarling at each other over 
their respective rights to these 


|cheerful designations as an aid to 
ithe purchase of used cars. 


Earlier this year Leland T. 
Holzer, a German-American, had 
successfully defended his right to 
the designation of The Smiling 
Irishman in conducting his Man- 
hattan used car business against 
the inroads of Charles Juliano of 
Brooklyn, who designated himself 
as The Laughing Irishman, and 
against similar inroads from John 
J. McDonald of Manhattan, who 
described himself as The Happy 
Irishman. 

But recently Walter R. Wellman, 
Los Angeles used car dealer, con- 
tended in a New York supreme 
court suit that he originated The 
Smiling Irishman in 1937, and that 
Mr. Holzer knew this full well 
because he acted as agent for the 
West Coast company for some 
time. 

So now Manhattan and Brook- 
lyn are equally devoid of the sev- 
eral brands of merry Irishmen 
who have made it such a pleasure 
to sell the old family jalopy. 


Jottings 

Galvin Mfg. Company, maker 
of Motorola radios, is merchandis- 
ing its trade advertising in trade 
advertising, thus adapting to new 
uses a method which has hereto- 
fore been used exclusively with 
consumer advertising. In Retail- 
ing the other day, Galvin ad- 
dressed a full page to distributers, 
saying its “front cover advertising 


lin Retailing gives distributors over 


4%4 million dealer impressions an- 
nually.” 
Bill Stewart calls our attention 


}and which in large measure de-|to a recent one-inch blind display 
should | ad in the Chicago Tribune headed, 
and manipulated|“Bank President Wanted.” 
| wi ith great skill and intelligence. | probably 
This is the monumental task to| that a bank has found a president 
is dedicating |—if it has found one—through the 

|medium of newspaper advertising | page of ADVERTISING AGE... 


This 
rates as the first time 


}a contest on 


———— 


columns. 

Lever Bros. 
making a three - month personal 
interview study of low and me- 
dium income housing facilities in| 


Ltd., Toronto, is 


Canada; with 135 investigators 
traveling the length and breadth 
of the Dominion. Results are be- 
ing made available to government 
housing authorities, architects and 
builders. . . 

And 49% of Minnesotans believe 
that Mrs. Roosevelt should con- 
tinue to play an active part in 
public life, while 41% would like 


her to retire, according to the Min- | 


nesota poll... 

“The great American appetite 
for candy will go unsatisfied to 
the extent of 862,500,000” as a re- 
sult of the sugar allotment cut, | 
says Philip P. Gott, president of 
National Confectioners’ Associa- 
tion. Looks like millions of sweet | 
teeth will need fillings... 

West Virginia Pulp & Paper 


Company is interested in develop- | 


ing a new alphabet, in which there 
will be no change in form or de- 
sign between capital and small 
letters. Its current ‘“Westvaco 
Inspirations for Printers” exhibits 
a variety of alternatives, including 
complete elimination ‘of capitals 
and the development of the 
“monalphabet,” in which capital 
letters are larger than others, but 
their shape does not change. In 
this alphabet, a capital g, for in- 
stance, would simply be a larger 
g, instead of G... 

Art Huebner, publisher of ‘The 
Voice,” Milwaukee neighborhood 
paper, owns a resort at Fifield, 
Wis., and has offered cottages and 
boats free for a week to any serv- 
iceman or woman from South Mil- 
waukee, Cudahy or the town of 
Old Creek who has been dis- 
charged or who has been overseas 
and is home on furlough... 


One of the best selling jobs| 


we’ve seen in a long time is the 
booklet produced by the Sacra- 
mento Bee to aid in recruiting 
route boys. Contents consist of 
excerpts from parents’ letters in 


benefited by a Bee route.” 
Lee Ad Richmond of Perkins 


Products Company, Chicago, calls| 


our attention to the case of the 
confused copywriter for Putnam’s 
of all people, who advertises “Cuc- 
koo Time” with the headline: 
“Whom Is Sylvia, What Has She?” 
Apparently she has a great deal 
of trouble with who and whom... 

In a recent trade paper ad New 
Haven~Register says it is judged 
by the readers it keeps, and uses 
a big illustration of a pair of eye- 
glasses resting on a page of type. 
The glasses repose not on a Reg- 
ister page, but on the editorial 


“How my son is) 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2521. What Outdoor Adver- 
tising Has to Offer Today. 

This 12-page booklet, prepared 
by John Falkner Arndt & Co. for 
National Advertising Company, 
Westminister, Md., operator of 
highway displays, contains the 
findings of a survey, with graphs 
depicting production and civilian 
use of gas, tires and automobiles. 
The passenger car mileage trend 
from 1939 through 1944 is shown, 
and the highway traffic trend for 
1945 is projected in figures fur- 
nished by either the government 
or the industries concerned. 


No. 2522. $26,000,000 Is Not Hay. 


| In this folder, United States 
News names the tidy sum in the 
|title as the expenditure in New 
i per year of its out-of-town 
subscribers (excluding those who 
|}are residents of New York City 
| and state, New Jersey and Con- 
necticut). The pages following 
| show where the $26,000,000 goes, 
and include a list of shops that 
divide up $15,000,000 of the sum, 
showing percentages of subscribers 
who have charge accounts at each 
store. 


No. 2523. Facts About Boiler and 
Accessory Sales in the Oil- 
heating Industry. 


Fueloil & Oil Heat has issued 
this 12- -page market report which 
defines the oilheating industry and 
|indicates its growth. It describes 
the differences between “oil-line” 
heating equipment retailers and 
|modern oilheating dealers and 
| giv es a picture of their expected 
|participation in postwar oil-fired 


boiler sales, including an estimate 
|of total boiler sales in relation to 
oil-fired units in both old and new 
homes. 


No. 2483. This Is Pittsburgh. 
The Pittsburgh Sun - Telegraph 
has issued this brochure, which is 
a collection of ads in the news- 
paper’s national magazine cam- 
paign, each of the series contain- 
ing opinions and prophecies of one 
of the city’s industrial leaders. 


No. 2484. Toledo Market Map. 


The Toledo Blade has issued 
this market map of metropolitai 
Toledo, which shows the popula- 
tion divided into four economi 
groups, based on rental values in 
the 55 census tracts within th 
city limits as established by th 
government. Detailed description 
of the retail shopping are 
throughout the city are include: 
with their locations designated o 
the map for quick reference. 


No. 2505. Pacific Panorama, 

The Columbia Pacific Networ 
tells in this plastic-bound bookl: 
how the region it serves h: 
|changed during the war and 
entering its most promising peri 
economically, and how the nei 
| work may be used to reach th 
/entire West Coast market area. | 
is handsomely illustrated by ph: 
| tographs, charts and maps. 


'No. 2491. Cosmetic Usage an 
Brand Preference. 


Hillman Women’s Group has i 
sued this report of a survey of t! 
use and brand preference of to 
letry items by readers of Real R« 
mances, Movieland and Re 
Story. A specimen of the que 
tionnaire is included, and the ré 
port contains detailed tabulatio: 
of the findings. 
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“Men who design, produce and purchase modern 


Wha industrial machinery represent the major market for 


free-rolling ball bearings. We find Newsweek an 


pegulaly lo advewise effective means of reaching this type of audience. 
2 ew lb at ye Its clear-cut, accurate reporting has definite af 


for the technically-minded reader and our use of this 


| Carleton Beckwith , P ‘ , 
wer- medium during the past six years has given a con- 
4 Aavertising Manager, 


stant element of extra news value to our advertising.” 
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Name Hollywood Agency 

Fire Prevention Institute, public 
relations agency of a number of 
national fire extinguisher manu- 
facturers, has appointed the Holly- 
wood office of Davis-Harrison- 
Simmonds to direct its consumer 
public relations and advertising 
program. The agency has also 
been named by Nu-Way Appliance 


Company, West Arcadia, Cal., 
manufacturer of household ap- 
pliances, 


Teen-Age Program 
Helps Nehi Build 
$60 Million Sales 


Farrell Joins Triangle 

William FE. Farrell, formerly 
eastern representative of the First 
3 Markets Group, has joined the 
advertising staff of Triangle Pub- 
lications, New York. 


Columbus, Ga., June 21.—A suc- 


STONE WRIGHT STUDIOS INC., 225 


cessful teen-age promotion pro- 
gram has been one factor in the 
sale of $60,000,000 worth of Nehi 
Corporation’s soft drinks. These 
retail figures for 1944 point to the 
increasing importance of the juve- 
nile market in the company’s ad- 
vertising plans, and represent a 
sale of 1,200,000,000 bottles of fin- 
ished beverages. 

Highlight of Nehi’s promotion 
for Royal Crown cola is its spons- 
orship of teen age clubs. Thou- 
sands of these clubs now exist in 
the country, all of them, of course, 
comprising a natural market for 
soft drinks. 

The Nehi program began with 
a .book titled “How to Organize a 
Teen Age Club.” Considered by 
many groups to be the most com- 


write to studio 'F’ 


FOURTH AVENUE, N. Y. 3, N. Y. 


plete book on the subject in ex- 
istence, the book has gone through 
seven printings. It is distributed 
free by the manufacturer and by 
bottlers of Royal Crown cola. 


How Clubs Operate 


Purpose of the book is to in- 
form youngsters how to organize 
their own club with suggestions 
as to designs, names, etc. Example 
of how this works is provided by 
the club in this city, where an 
old warehouse was transformed 
into the juveniles’ club room. The 
place was cleaned, paint~ { and re- 
furnished, including a snack 
stand. Today it has a dance floor 
lined with bowling alleys, as well 
as a library, game room and ladies’ 


lounge. All the work was done 
by teen agers. 
“Teen-Talk,” a monthly four- 


page pamphlet, is devoted en- 
tirely to the activities of the teen 
age clubs, and is replete with pic- 
tures and suggestions. 


Run Contests 


Another facet of the program is 
a letter writing contest sponsored 
by Royal Crown last fall on “What 
the Teen Age Club Has Done for 
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Our Town.” Designed to stimu- 
late interest in the program, the 
contest offered $625 in prizes tc 
winners, and thousands of entrie: 
were received. 

To sparkplug its consumer ad- 
vertising, the company sponsors 
“Adventures of ‘R.C.’ and Quickie’ 
in juvenile magazines and comic 
books. “Adventures” is a comic 
strip, the climax of which is the 
arrival of the two characters at a 
place where Royal Crown cola is 
available. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Reincke, Ellis Adds 
Ballinger, Fleming 


Bill 3. Ballinger, radio writer 
and producer, has joined Reincke, 
Ellis, Younggreen & Finn, Chicago, 
as radio direc- 
tor. In more 
than 10 years 
of radio work, 
Mr. Ballinger 
has produced 
four network 
shows, 85 local 
live talent 
broadcasts 
and approxi- 
mately 300 sets 


of recorded an- 
nouncements, ill Balli 
Charles Flem- Bill Ballinger 


ing, recently released from the 
Marine Corps and formerly with 
the advertising department of 
Sears, Roebuck & Co., and with 
a Chicago agency, has joined 
the copy staff of Reincke, Ellis. 


Opens New York Office 


Press Syndicate Ltd., India, Cal- 
cutta, has opened an American 
branch office at 103 Park Ave., 
New York. The office will spe- 
cialize in handling Indian adver- 
tising for American accounts and 
will be in charge of R. Stuart 
Murray. 
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our wars in 3 years! 


LIFE Correspondent Shelley Smith Mydans’s 
equally famous husband, Carl Mydans, made 
this photograph of her. 

It shows Shelley Mydans walking beside a 
column of Filipino infantry, returning from a 
field Mass. 


Pearl Harbor was only a few weeks in the 


future when this picture was made. But Shelley 
and Carl by then had already known three 
wars. Shelley reported from Sweden while Carl 


On her way back toward Manila this year, Shelley 
Mydans wrote a memorable LIFE story about the 
expert, tender, and cheerful care that the wounded 
are receiving at the hands of the Flight Nurses. 


covered the Russo-Finnish war, joined him in 
Lisbon after the fall of France, and went through 
the early bombings of Chungking. 


Both Shelley and Carl Mydans were later 
interned at Santo Tomas when Manila fell, 
were repatriated on the Gripsholm two years 
later. Out of her experience in Manila, Shelley 
Mydans wrote her war novel, The Open City. 


The Mydans’s globe-circling trek to get full- 
flavored facts about the fighting is typical of 


A as a - iy? ; \ oe . 
< Ld YA dpe ’ nO PGs -.. 

Out of bounds for regular servicemen was Fassarai, 
enchanted isle in the Pacific which Shelley My- 
dans visited to gather material for a LIFE article. 
Here, a native girl weaves a mat of pandanus leaves. 


— 


LIFE’s wide and interesting coverage of events. 


And it’s another big reason why no other 
magazine ever had so many readers every week. 


A vender sells New Year’s masks in the sandbaggod 
streetsof Chungking, where Shelley Mydans gathered 
material for LIFE between bombing raids, typed re- 
ports by candle light. She was in Chungking in 1941. 
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Spangler Opens Office 

Ralf M. Spangler, recently re- 
leased from service, and who pre- 
viously operated his own Los An- 
geles agency, is now operating his 
own public relations office in Los 
Angeles, handling Eagle Oil & Re- 
fining Company and Boyd H. Gib- 
bons, West Coast Ford dealer. Mr. 
Spangler also heads Advertisers 
Production Agency, 810 W. 6th St., 
Los Angeles, which places several 
western accounts. 


The source of daily 
business news... 
the preference of 
management men 
in the greatest 
industrial area... 
the central west. 


Avco Buys Crosley 


Radio, Appliances 


for $22,000,000 


Crosley Retains Car 
Division and Plans 
New Auto Company 


New York, June 21.—The Avia- 
tion Corporation has acquired con- 
trolling interest in the Crosley 
Corporation, Cincinnati, purchas- 
ing from Powel Crosley Jr. and 
family approximately 64% of the 
company’s 545,800 sharés for a 
total commitment for all shares 
of $22,000,000. 

Because the sale includes WLW, 
Cincinnati, a contract to purchase 
WINS, New York, and other 
broadcasting facilities and applica- 
tions, it is subject to the approval 
of the FCC, according to the an- 


|nouncement by Victor Emanuel, 
|chairman, and Irving B. Babcock, 
\president of Avco. 


| 


Banks Will Finance 


The sale, to be financed by Avco 
through a ten-bank credit ar- 
rangement, gives Avco its first 
major interest in the broadcasting 
field as well as a prominent place 
in the postwar production and dis- 
tribution of home appliances. Cros- 
ley lines added to those of Avco 
include American Central Mfg. 
Corporation and Spencer Heater 
home equipment products such as 
refrigerators, kitchen sinks, gas 
and electric ranges and heating 
units. Also Avco acquires Cros- 
ley’s production of radar and elec- 
tronic equipment and the Crosley 
FM and experimental television 
stations. 

Powel Crosley is retaining con- 
trol of the automobile division, 
representing less than 3% of the 
Crosley assets, and plans to form 
a new company to manufacture 
the Crosley car. 


Producing War Goods 


Currently, Avco and associated 
companies are engaged in produc- 


tion of war equipment, ranging 
from battleships and heavy bomb- 
ers to jeep bodies. After the war 
its aircraft units will continue 
production of military, commer- 
cial, and personal airplanes and 
aircraft engines, 

Messrs. Emanuel and Babcock 
said the joining of Crosley and 
Avco “is a move in the reconver- 
sion of Avco from war to peace- | 
time production. 

“In the household appliance 
field, we expect to offer the Amer- 
ican public new and improved 
products. . . For the present, both 
Avco and Crosley will continue 
production for military require- 
ments, but as government controls 
are lifted they will move grad- 
ually into peacetime manufactur- 
ing. 


Crosley Policies Unchanged 


“No change is planned in Cros- 
ley management policies or in op- 
erating personnel. Nor in entering 
the field of radio broadcasting does 
Avco contemplate any change in 
the policies of WLW.” 

Mr. Crosley will continue as a 
member of the Crosley board of 
directors, as will Raymond C. Cos- 
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Not so long ago she was pretty young ... assuming 


much, accepting everything with small awareness 


of obligation or return... half-spoiled, self centered 


as many American girls were. 


War brought reality with a wallop... telescoped 


time, matured her beyond her age or appearance... 


made her a worker or war wife, taught her new values 


and standards, taught her to think of others— 


and to think! Today she is an influence 


on her orbit of friends, a maker of styles and 


opinions .. 


. one to be reckoned with by 


the makers of everything. 


More than two years ago, the editors of Life Story 


perceived the changing prospect and picked the young 


woman of wartime as the pattern maker of present 


day pursuits, purchases — and publishing ... began 
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to model this magazine to her needs and interests. 
Leading writers were assigned to gear Life Story's 
articles and fiction to her thinking, focus on her problems, | them both. The same is true of ‘4¢ 
tailor a new periodical to her purposes and pleasures... | 


...no tears in her eyes! | 


Today Life Story sells more than 500,000 copies, 


at 25¢, with 94% newsstand sales... has an audience 


of its own, and evidence of quick response to both 


editorial and advertising messages ... evidence that 


will interest advertisers who want to sell over 


half a million of America’s smart, discriminating, 
LIFE STOR)’, a Fawcett Publication... 
295 Madison Avenue, New York 17, N. Y. 


fire Story 


young women .. 
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grove, vice-president in charge of 
manufacturing, and James  .), 
Shouse, vice-president of the 
broadcasting division. Lewis Cro:- 
ley remains as vice-president. 
Includes Many Units 
Associated companies and those 
in which Avco has large stock 
holdings include Consolidated Vu'- 
tee Aircraft, New York Shipbuild- 
ing, American Central Mfg, 
American Airlines, Pan American 
World Airways, and Rooseve't 
Field, Inc. Manufacturing units 
are Lycoming, Republic Aircraft 
Products and Spencer Heater di- 
vision, sales of which in 1944 
totaled $61,259,997. Net income 
for 1944 of Avco and American 
Propeller Corporation, wholly- 
owned subsidiary, was $3,106,179, 
Crosley, which earned before 
renegotiation $3,299,541 in 1944. 
plans to seek a larger percentage 
of the nation’s radio and refrigera- 
tor business, bringing its total of 
such business to approximately 
$50,000,000 a year (AA, June 11), 


Will Make Cars 


In a statement issued late yes- 
terday, Powel Crosley made it 
clear that the Crosley automo- 
bile—a midget car which sold in 
considerable volume but was re- 
ported not to have proved too 
profitable for the company before 
the war—was not included in the 
sale. “We are planning a new 
light car much improved in design 
and manufacture over the prewar 
model,” he said, adding that a new 
company will be organized for 
this purpose. 


Lists Research Agencies 

The School of Business and 
Civic Administration, College of 
the City of New York, has pub- 
lished the 1945 edition of a “Sur- 
vey and Directory of Marketing 
Research Agencies in the United 
States.” This edition lists research 
agencies in New York, Chicago 
and 12 other cities over 500,000 
population. It also describes spe- 
cial services offered, size of field 
and office staff, age of firm and 
principal officers of each agency. 
It is available from the _ school 
at $3. 


Edits ‘Co-op Digest’ 

H. E. Babcock, who is retiring 
July 1 as director of research of 
the Cooperative Grange League 
Federation Exchange, will become 
editor-at-large of Cooperative Di- 
gest, monthly agricultural coop- 
erative magazine, Ithaca, N. Y. 
With the August issue, ‘‘Coopera- 
tive Power,” a_ section of the 
magazine devoted to Rural Elec- 
trification Administration coopera- 


| tives, will become a separate mag- 


azine, under the Co-op 


Power. 
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LIKE COAT 
and PANTS 


Coat and pants are not alike, but ‘0- 
gether they make up a suit—and ‘'¢ 
suit would not be complete with: «! 


Yy 


| Tampa-St. Petersburg market. 1 ° 


cities—one market—and forty perc “! 
of the market is St. Petersburg. 


To cover St. Petersburg, use 
No outs 
newspaper has as much as 400 aver 


Petersburg newspapers. 


circulation here. 


ST. PETERSBURG, FLORI 
TIMES (M & S) and 
INDEPENDENT (E) 


Reoresented nationally by 


Theis & Simpson Co., 


In Florida by V. J. Obenour, Jr, Jackson 
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| We've given our Soles—for Sales Facts 


500,000 
es spe- 
of field 
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agency. 
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ive Di- OU have a good product. have the information and train- 


Coop- - ‘s . * 

N. Y. It’s probably selling like hot ing to talk to you on these things 
oopera- 

of the cakes. in your own sales language. They 
1 Elec- 7 
oopera- have behind them a vast store of 


je mag- But is it selling in the right places : 
Co-op 5 oe > facts+they are “reporters with a 
through the right outlets, to the a 
nose for sales. 


right people —/for solid, long-haul 
postwar business? In the H-A-S cities we have a mine 
of information, based on localized 
work and localized knowledge of 
each market and flowing from con- 
tacts with retailers, jobbers, sales 
Why not use the newspaperman’s managers and research sources. 

ever-current knowledge of cities 
and their characteristics which is 


CALL THE H-A-S MAN 


Just drop us a note say- yr 
ing, “I'm interested in 
your market informa- 
tion on (name your 


type of product).”’ 


Ny 


For on-the-ground, up-to-the- 
minute information, why not turn 
to the most natural source. 


A 


The H-A-S man stands ready to 
' —_ work with you—just as he is 
S ERR: Ae working with dozens of other 


but ‘0: Hearst Advertising Service men advertisers. 
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4 HEARST ADVERTISING SERVICE 


avers¢ HERBERT W. BEYEA, Manager 
| 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times +* Albany Times-Union 
San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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LaTourette Heads News 
for Blue on West Coast 


Frank LaTourette, former man- 
ager of news and news features 
for the American Broadcasting 
Company’s San Francisco news- 
room, has been named manager of 
news for the network’s western 


PARDON US 
Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 


tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. t the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


division, replacing Henry Orbach, 
resigned. 

George Lewin, with the net- 
work as night news editor in New 
York, will head the Los Angeles 
newsroom when news headquar- 
ters are shifted from there to San 
Francisco under Mr. La Tourette. 


Cate Nino Sets Drive 


Cafe Nino, New York, French 
restaurant, will start a new six- 
month campaign in class maga- 
zines and metropolitan newspapers 
July 1. Space is scheduled in Cue, 
Gourmet, Metropolitan Host, The 
New Yorker, Promenade, and the 
New York Times, Herald Tribune 
and Sun. Account is placed direct. 


Comegys Heads Research 

C. L. Comegys, head of the 
Addressograph methods depart- 
ment of Addressograph-Multi- 
graph Corporation, Cleveland, has 
been appointed manager of the 
company’s research and service di- 
vision. 


Auto Makers Plan 
New Gadgets for 
Disabled Drivers 


Detroit, June 20.—American in- 
dustry rapidly is awakening to the 
problems of the returning disabled 
World War II veteran in his role 
as a continuing consumer of its 
products. Automobile companies, 
for instance, already are conduct- 
ing extensive research programs 
in this direction. Their research 
carries the realistic approach: ex- 
GI’s, who have left one or more 
limbs overseas, must again be auto 
buyers and users. 

Auto engineers, charged by their 
companies with keeping disabled 
veterans within the consumer 
fold, have developed driving aids 
which are said to accommodate 


many different combinations of 
limb amputations. A few easy-to- 
manipulate devices attached to the 
steering post, dash board or the 
foot pedals promise to make it 
possible for amputees to resume 
auto driving in so normal a man- 
ner that, to date, 36 of the coun- 
try’s 48 secretaries of state have 
indicated their licensing bureaus 
will grant drivers’ permits to those 
whose cars are equipped with the 
necessary controls. 


Won’t Bother Normal Drivers 


These devices will be so de- 
signed that they will not inter- 
fere with the regular driving rou- 
tine of others who may use the 
same automobile. In addition, such 
driving aids will be produced to 
fit on either the car the amputee 
left behind or the new one he may 
plan to purchase. Research into 
this phase of prosthesis and actual 
driving tests have been carried on 
over recent months as a coopera- 
tive effort of the Army Surgeon 
General’s staff, the Society of Au- 


The tape snaps! . . . And WSIX with an increase 


of 81.5°/, for the two years ending in January, 


wins the Hooper all-day average race in the 
Nashville area! . . . Today, WSIX offers: (1) The 
best daytime Hooperating of any station in 
Nashville. (2) Top shows of both the AMERICAN 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


SIX 


Tennessee's 


Capital City 


AMERICAN 


MUTUAL 


5000 
WATTS 


The Voice 


and MUTUAL Networks. (3) A low unit cost. (4) 


A’ booming market in the heart of industrial, 


agricultural Tennessee. AND there are over a 
million potential buyers for your product in the 
WSIX territory who believe in "backing the win- 


ner" by spending their money. 
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tomotive Engineers, the Autom 
bile Manufacturers Association ang 
the American Association of Moto; 
Vehicle Administrators. 

During experiments to deterr ing 
the practicability of various c jn 
trol devices, a test car, fitted v it) 
a “master set” of controls, \:a; 
successfully operated by veter in; 
who had lost from one to the 
limbs. For example, a_ veteran 
with both legs amputated above 
the knees needs the following se. 


q 


cial hand-operated devices: lizh; 
dimmer switch, throttle, state; 
button, accelerator and power; 


brake control. A veteran who lost 
his right arm above the elbow and 
his left leg above the knee would 
require these: gear shift lever to 
left of steering wheel, knob at- 
tached to steering wheel for steer- 
ing, hand-operated light dimmer 
switch and clutch pedal bar or 
vacuum-controlled throttle. 


Tried at Army Hospital 


The need for developing aids to 
help disabled veterans drive auto- 
mobiles was placed before the car 
makers last summer. Each named 
a representative to a newly-— 
formed SAE technical committee 
which proceeded to solve the prob- 
lem from three angles: first, sur-™% 
veys were made of all car com- 
panies and accessories makers to 
determine what mechanical aidsim 
existed that might be made avail-% 
able quickly; next, a study off 
problems presented by World War 
II was begun; finally, studies off 
possible new devices and attach- 
ments were instituted. The com- 
mittee’s report to the Surgeon 
General resulted in opening thei 
facilities of Percy Jones Hospital, 
Battle Creek, Mich., to it for field 
tests. 


G-E Names Donald Davidi 


Donald K. David, dean of thei 
Harvard Graduate School of Busi- 
ness Administration, and formerly 
chairman of the executive com- 
mittee of the American Maize 
Products Company, New York, has 
been named a director of General 
Electric Company and of the In- 
ternational General Electric Com- 
pany. Mr. David was at one time 
president of Royal Baking Powder 
Company and a vice-president of 
Standard Brands, New York. 


pee 


ea a 


Name Export Agency 


Advertising of Delta Mfg. Com- 
pany, Le Roi Company, Heil Com- 
pany and Vilter Mfg. Company, 
all of Milwaukee, and the Albert 
Verley Company, Chicago, has 
been placed with Export Adver- 
tising Agency, New York, which 
will handle the accounts in coop- 
eration with Hoffman & York, Mil- 
waukee, 


A Great Bank... 
In a Great State... 
In WINSTON-SALEM! 


A city's progress is often marked 
by the growth of its financial insti 
tutions and Winston-Salem is 10 
exception. Winston-Salem's growt 
has been typified in recent years 
by the rapid development of its 


— 
FOR DETAILED 
REFERENCE DATA 


DA CONSUMER 


| MARKETS EDITION 


banks. 


An example is the Wachovie 
Bank & Trust Company, head«uat 
ters in Winston-Salem. In the past 
year this great bank has jumped tom 
67th place among the nation 
14,700 banks . . . a gain of seven 
places UP the ladder over the ore 


vious year. 


An ACTIVE market? Yes. - 
and a "MUST" for advertisers !" 
North Carolina is Winston-Se\em® 


980 


KILOCYCLES _ 


Journal and Sentinel 
Winston-Salem, N. C. 


| National Representatives: 


KELLY-SMITH COMPANY 
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Editorialized advertising col- 
umn featuring what's what in 
a man’s world of buying .. . 


ical aidsiim 
de avail-@ 


ont Wife! 1 7,221,540 Circulation for $684 per week, including all 


"he com | production costs. (For minimum of 42-line write-up.) 
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| David i 2 Coverage in top-flight local sales markets through 23 


n of thei 


formers | leading East-Central Sunday newspapers, starting Sept. 9th. 
n Maizelil 


York, has sia (Southern and Pacific Coast Papers to be added later ) 
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one timelil | New York Herald Tribune Indianapolis Star Omaha World-Herald 


sshes a | Chicago Tribune Buffalo Courier-Express Columbus Dispatch 
bis | Philadelphia Inquirer Dayton News Toledo Times 

\cy 3 Detroit News Charleston Gazette Worcester Telegram 
oe, Coe | Boston Post St. Paul Pioneer Press Bridgeport Herald 


Jorn . Washington Star Des Moines Register Syracuse Herald-American 


260. 3 Minneapolis Tribune Kansas City Star Wichita Beacon 

k, which Cincinnati Enquirer Milwaukee Journal 
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——Se S hil Sasser’s personalized 
| | column-ENDORSEMENT of 
your product, which follows the 
same successful pattern of Nancy 


Sasser’s popular BUY-LINES column 


for women. (She, by the way, will refer her 


ferninine following to Brother Phil’s column in the 
same papers.) 
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Westinghouse Names 2 


Robert D. McManigal, manager 
of the associated companies de- 
partment of Westinghouse Electric 
International Company, New York, 
has been appointed vice-president. 
L. E. Septer, formerly assistant 
sales manager in charge of the 
replacement tube division of the 
Ken-Rad Tube & Lamp Corpora- 
tion, Owensboro, Ky., has been 
named manager of replacement 
tube sales for the home radio di- 
vision of Westinghouse with head- 
quarters in Sunbury, Pa. He was 
previously with the company in 


1937, 
tucky. 


as sales manager for Ken- 


Nack to Universal 

Arthur Nack, formerly advertis- 
ing manager of Doehler Metal Fur- 
niture Company, New York, and 
before that in charge of advertis- 
ing for Rowe Mfg. Company, 
Belleville, N. J., has been ap- 
pointed sales promotion manager 
of Universal Match Corporation, 
St. Louis, maker of book and 
wooden matches and owner of Red 
Cross cough drops and Schutter 
Candy Company. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


Admiral Brings 
Postwar Line, Ad 
Plans to Jobbers 


Chicago, June 19.—Admiral Cor- 
poration is unveiling its postwar 
radios, electric refrigerators, elec- 
tric ranges and home freezers at a 
series of regional distributor meet- 
ings throughout the country. In 
addition, executives are describing 
to 77 Admiral distributors and 
their salesmen the company’s ex- 
tensive merchandising plans. 

The series of meetings, which 
began in Chicago June 11, includes 
|sessions in New York City, Atlanta, 
|Kansas City and Los Angeles. Wal- 
| lace C. Johnson, manager, Admiral 
| field activities; R. A. Graver, vice- 
| president, radio division; L. H. D. 
| Baker, vice-president, appliance 


| division; Harold Conklin, manager, 
electric range division, and Sey- 
mour Mintz, advertising manager, | 
are conducting the meetings. 


13 Models Being Shown 


Seven models 
radio-phonographs, 
of refrigerators, two of electric 
ranges and the home freezer are 
being exhibited at the _ sessions, 
as is Admiral’s radio accessories 
line of tubes, batteries, phonograph 
needles and phonograph record 
cabinets. 

Distributors are being shown 
the new Admiral X-Ray presenta- 
tion book for consumer selling; 
copies of the free consumer book- 
let, “A Promise from Admiral,” 
now being advertised in national 
magazines; signs of various types 
and window display material. The 


radios and 
three models 


of 


latter consists of two flasher-light 
illuminated pieces, each 48” high. 


WwW. A. M. B. 
Assistant Sec. Commerce 


c. M. 
VP. leading aviation mfr. 


Maj. Gen. R. R. 
U. S. Army Air Force 


Ww. R. E. 


Pres. oero-accessor es co. 


Hee ee ee eee ee ee ee ee ae eee 


-— oe oe oe oe oe oe oe oe Ge Ge oe 


iPr) . ) yt lll 


T. W. 
Airline Vice President 


4. PB. G. 
Pres. pers. 


4. &. ¢. 
Pres. aircraft corp. 


fF. B. C. 


Sales head 


°. M. M. 
Airline Vice-President 


Cc. J. McC. 


VP. aviation corp, 


Top. exec. instrument mfr. 


N 


D. M. 5S. 
Mgr. leading airport 


plane mfr. 


Hon. P. McC. 


oircraft mfr. 


4. T. G., Jr. 
ACCA Pers. Aircraft Cncl. 


J. L. 
Civil Aeronautics Board 


Ww. T. P. 
Pres, pers. plane mfr. 


A.M. 
Pres. aviation corp. 


Recnee cen a nas ee en ans Ge ees eee a 


Pictured are just a few of the 10,000 weekly sub- 

scribers to Aviation News. They represent the 
men who shape the future of U.S. and world 
aviation. They’re aircraft manufacturing heads, 
key aeronautical men of the government and the 
air forces, airline executives, and the men who 
are building tomorrow’s aviation distribution 


framework. 


Part of their every-Monday-morning routine 
is reading Aviation News, which brings them a 
swift, accurate and compact appraisal of what’s 
happening in aviation today, what’s likely to 


Aviation 


happen tomorrow. 


Be sure these men will give attentive ear to 
your story in Aviation News. As they direct and 
do aviation’s buying they must be kept fully in- 
formed on new aviation products and services 


as well as news. 


Want details? Request your copy of “10,000 
Key Men who shape the course of Aviation.” 
Write Aeronautical Division, McGraw-Hill Pub- 


lishing Co., Inc., 
York 18, New York. 


Aviation’s only weekly 


330 West 42nd Street, 


New 


News 


COVER ALL THE BASES WITH... AVIATION NEWS + AVIATION «+ AIR TRANSPORT 
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|It features a radio console wit} 
|/Admiral’s new 5-second automatic 
record changer, and the Dual- 
Temp refrigerator. 
| Also being described and dis- 
played is a comprehensive pro- 
| gram of classified advertising 
highway signs and markers, inte- 
rior signs, an advertising clock and 
and two types of standard 6-foot 
neon signs. 


Harry Houghton Heads 
Associated-Muzak Firms 


Harry E. Houghton, vice-presi- 
dent and general sales manage: 
of the Brown Company, New York 
paper pulp producer, has been 
named chairman of the board ot! 
Muzak Corporation, Associated 
Program Service and Associated 
Music Publishers, all operating 
companies of the Associated- 
Muzak Corporation, New York, 
which Mr. Houghton will serve as 
| director. 
| The appointment was made by 
|James Lawrence Fly, who has 
| held the chairmanship of Associ- 
'ated-Muzak since his previous 
|position as chairman of the FCC. 
fro Fly will continue as director 
and general counsel, but will de- 
vote more time to his law prac- 
tice, leaving administration of the 
| companies to Mr. Houghton. 


— 
R. J. Ritchie Named 
‘Research V.P. for Pepsi 


| Richard J. Ritchie, chief chemist 
‘of Pepsi-Cola Company, Long Is- 
|land City, N. Y., has been elected 
vice president in charge of 
research and laboratory director. 
|His assistant, Thomas Elmezzi, has 
/been named assistant vice-presi- 
dent. 


With Pepsi since 1931, Mr. 
| Ritchie has held the chief chemist 
|position since 1939, while Mr. 


|Eimezzi has been with the com- 
|pany since 1934 in chemical posi- 
_ tions. 


Electrical Field Makes 
Bid for War Vets 


To bring war veterans into the 
electrical industry, the National 
Electrical Wholesalers Association, 
New York, has prepared window 
/and counter cards and application 
blanks which its members may 
buy at cost. 

The display piece urges tech- 
nically trained ex-servicemen to 
obtain employment in the electrical! 
industry. Other association promo- 
tion is under way to develop local 
industry cooperation, distribute po- 
tential employes equitably, ex- 
change data on employes and 
bring about the fullest employ- 
ment possible in the industry. 


To the ladies |, 
Blesa em! 
56.8°/ 


of all 
Women's Wear store 
advertising in Buffalo 


appears in the 


BUFFALO 
COURIER-EXPRESS 


Fashion advertising 
calls for buying action, 
and local space buyers 
know that when you 
want action in Buffalo 


the Courier-Express 
Delivers the Goods! 
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“Lincoln Land with only 1% of the U.S. Land Area. 


and plenty of 


bt 


Mas 14.1% of the Mitk Cows...10.2% of All Cattle. 


“Lincoln Land” is the great market where city and Now especially is the time for advertisers to cultivate 
country meet. It embraces the great industrial areas of this great market — now while people are planning 
Midwest America, plus one of the largest, most pro- _ their peacetime purchases. On “Lincoln Land” farms, 
ductive and prosperous agricultural areas in the na- _and in “Lincoln Land” cities and towns, there are 14 
tion. Consider just the livestock and dairy industry. ‘ million people who mean business...and they have 
The 1940 Census shows these remarkable figures for the money to do business with. 


“Lincoln Land:” One sure way to reach and sell most of these 14 
NL 5551.5. Gitar Conv nanos a 6,182,349 head million people is to use the twin media which have 
sss as ih Fedo «naw eee wrnee | 3,091,795 head served them so well and so long: Prairie Farmer, 
IE ar 5 Si bed. Ey chat hk. dw RRM eee a .. 341,693 head 


America’s oldest farm paper, and radio station WLS. 


Milk produced....... oo. eee... .1,820,406,278 gallons Fith di * tediialiin ow tas eee 
Whole milk sold..................1,225,030,858 gallons a _ se He ry _ 
Cream sold butierfot)............... 125,527,099 pounds But used together they multiply the power of your 
Butter sold . : ae eo 3,914,655 pounds selling message. 


70 Bel Sales and advertising executives, Prairie Farmer-WLS has compiled 


a 96-page book of facts on the "Lincoln Land" market—county-by-county statistics on each index 
of wealth and production. If you do not have it, write for it on your company letterhead. 


Prairie Farmer-WLS, 1230 Washington Boulevard, Chicago 7, Illinois. 


HAIRIE PARMER ° 


SINCE —}> 1841 CHICAGO 


BURRIDGE D. BUTLER. President 
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am unless its de- 
erred character is in- 
dicated by a suitable 
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BALTIMORE— We have had over- 
whelming response to the Post Yarns 
Promotion. Customers are delighted 
with the idea. Congratulations to The 
Saturday Evening Post on the timeli- 
ness and excellence of the plan. 


Hutzler Brothers Co. 


JACKSONVILLE—Never a dull mo- 
ment at our Post Yarns booth. Interest 
high at beginning and accelerating. 
Consider this the most effective and 
popular of many fine Saturday Evening 


Post promotions. Furchgott’s, Inc. 


SALT LAKE CITY—Post Yarns are the 
current hit of our serviceman’s canteen 
and a big booster for serviceman gift 
sales not only for Father’s Day but 


every day. Z.C.M.|1. 


OKLAHOMA CITY—Post Yarns Pro- 
motion most enthusiastically received 
by public. Started off today with much 
greater zip than we had anticipated. 
Appears to be one of the biggest pro- 
motions we have ever sponsored. 


Rothschild’s B. & M. 
CHARLOTTE, N. C.—Send additional 


5,000 copies of Post Yarns immediate- 
ly. Public thinks it a splendid promo- 


tion. We do too. 3. &. teey & Ge. 


— ' In honor of Father's Day, 219 of the nation's leading department and men’s wear stores joined The 
Saturday Evening Post in a patriotic service to the armed forces. Through their cooperation, Post Yarns, a 64-page, pocket-size book containing articles 
’ 


Leading Stores Acai Post Yau 


ATLANTA—Post Yarns booth simply 
mobbed on opening day of promotion 
which promises to be howling success. 
Our only worry is whether we will 
have enough Post Yarns to last out 
the week. - 

Rich’s 


CLEVELAND — Post Yarns Promotion 


an outstanding success. 
The May Co. 


DES MOINES—Post Yarns Promotion 
off to an active start today. Booths on 
every floor served waiting lines of 
customers. Used six column full news- 
paper ad with follow ups next week. 
Window cards in all windows, posters 


and radio spots. 


Younker Brothers Inc. 


PHILADELPHIA—Post Yarns Father's 
Day tie-up one of most successful pro- 
motions we have had. Gave Father's 
Day added significance. Attracted far 
greater floor traffic than we expected. 


Gimbel Brothers 


HARTFORD—Response exceeding ex- 
pectations. Are more Post Yarns avail- 
able? Advise. G. Fox & Co. 


BUFFALO —Excellent response to Post 
Yarn promotion here. 


The Kleinhans Co. 


stories and cartoons selected from the Post—are being mailed free to millions of service men and women throughout the-world. 
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SYMBOLS 


Patriotic Promotion 


a 


| DL = Day Letter 
NL=WNighte Letter 


LC =Deferred Cable 


NLT =Cable Night Letter 


\ 


HERE’S WHAT SERVICE MEN 
THINK OF POST YARNS: 


RENO—Post Yarn promotion opened 
) Reno with greatest immediate response 

in thirty years’ record. Sending air mail 
| photos of crowd on opening day. 


| Gray, Reid, Wright Co. 


) WASHINGTON, D. C.— Response to 
Post Yarns promotion exceeding all 
expectations. Booth running 100% ca- 
pacity from opening to closing bell. 


The Hecht Co. 


WORCESTER— Opening response elec- 
trifying. Post Yarns booths over- 
crowded. Expect even greater demand 
this week. 

Denholm & McKay Co. 


RICHMOND—Happy fo state that we 
have had a very successful response 
to our promotion of Post Yarns. Parents 
of service men are very much impressed 
with idea and we wish to compliment 
you upon this splendid gesture to the 
armed services. 

Berry-Burk & Co., Inc. 


BOSTON—Between five and six thou- 
sand Post Yarns requested first day. 
People most enthusiastic. Customers 
addressing at all twelve booths 
throughout day. 


Filene’s 


These telegrams were a few of many re-_ | 
ceived on the first two days of the pro- ¥ 
motion. . 


RO “) CERNING 91S SERVICE 


BURMA—“‘I spent many an hour sweating it 
out in a fox hole before I remembered having a 
Post Yarns in my pocket... as long as I can 
keep my mind off the purr and swish overhead 
with a Post Yarns, the book is priceless.”’... 
Sgt. B. K. 


PACIFIC—“‘ Thanks loads for Post Yarns. They 
came in handy on my long flight. I read them 
while the other pilot flew and he read while I 
flew, so they did double duty.”...F/OJ.V.M. 


FRANCE—“‘Thanks so much for Post Yarns. 
Have been reading them between mess and 


‘lights out’. They fill in an otherwise lonely 
evening.” ... J. G., Si/c, U.S.N. 


GERMANY — “Many thanks for your note and 
the Post pocket booklet. This new idea of the 
Post is a honey. We do so darn much ‘waiting’ 
in the Army. It’s a real treat to be able to have 
reading material in your pocket. Keep them 
coming, please.” ... Pvt. W. W.H. 


GUAM — “The idea of Post Yarns is excellent. 
I and about 100 others have already read the 
booklet. It went like wildfire from one fellow 
to the next.”’... Corp. J. H. F. 


ITALY—“‘I’ve seen several copies of your 
booklet Post Yarns and would appreciate hav- 
ing one sent to me. Reading matter is not too 
plentiful here and I'm sure one copy would go a 
long way.” ... Pvt. P. B. 


HAWAITI—“‘Sure enjoyed the booklet Post 
Yarns. After I read them I forwarded them to 
my shipmates... they are a very convenient 
size for a sailor as we haven't got an over 


abundance of pockets to carry articles any 
way.”’...G. H.. ARM 2/c 


We again wish to express our deep appreci- 
ation to America’s retail merchants for their 
magnificent cooperation in this patriotic 
service to members of the Armed Forces. 


THE SATURDAY EVENING 
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Advertising Age, June 25, 1! 45 


would not involve changes in the | ins WHN 4 = | stations, with no summer repla‘e. 

New Measurements present slate and vealdine of paper | Compton Jets formerly Presi- ‘Ovaltine Series /ment planned. The program, p) o- 
Favored for Paper and paperboard, but would provide | yential announcer for MBS will hif M ‘moting Palmolive soap a4 
An overwhelming proportion of for @ uniform standard under /|j,i, WHN, New York, on July 1. S lits to BS Colgate tooth powder, is heerd 
paper users and manufacturers fa- | Which the basis weight of all types | hur. Compton was also news head Chicago, June 21.—The Wander | four ts ‘Ted Bates ie "N pi 


vor simplification of the present |0f Paper and board would be ex-| + WoL, Washington. He served|Company. maker of Ovaltine. is| 
method of measuring paper and | Pressed in terms = age of/as master of ceremonies for five cobaraina egg Fo al logy aon tna Be 
paperboard, Bulkley, Dunton Pulp |1,000 square inches each. Com-/ ..., on “Quiz of Two Cities” “Captain Midnight,” to Mutual | 


Sar ROE ai ari s varied ight : : , 3 
Company, New York, has discov parisons, between varied weights aired over WOL and WFBR, Balti-| Broadcasting System "following 


Beaumont Signs Edwards 
Beaumont Company, St. Lous, 


‘ ; ele é ~ | ie : , ubsidiary of Grove Laboratoriis, 

oe MORES GO Tee. eae i gto the pulp organiza- | Double or Nothing” series, now |program on the American Broad-|on July y will replace > apna g 
turers. : nig eee on MBS for Pharmaco, Inc., New | casting Company network. | Ginger” with a summer show fea- 

ae PROP e es See York. The show leaves the Monday | turing Cliff Edwards on more than 
Carley to Yankee Net a ee, through Friday, 5:45-6 p.m., EWT,|200 MBS stations for 4-Way cold 

‘ William F. Carley, former pro- | Joins Electro-Motive spot June 22, moves to Mutual|tablets and Defender vitamins. 


: 4 S July 9 as a sustainer, and starts| Program i heard Monday 

lotte. CBS "affiliate, wana sold | Gardner Young, of the San| for Wander on 111 stations Sept. Wednesday» and. Friday, 11:33 
j | to the Jeff Stondard Life Sas Francisco office of Foote, Cone &|24. The program is offered to a. m.-12 noon. EWT Agency ss 
a | to the Jemerson Belding, and Arthur M. Arlett,| sponsors on a cooperatve basis on! Donahue & Coe, New York. 


#7\/surance Company, Greensboro, : a : 
N. C. has been named promotion | fo™merly with A. E. Nelson Com-| Mutual stations not ordered by 


San Francisco, have joined | Wander. It will be heard five d P&G Buys ‘Riley’ 
- the Yankee Network |P22y: »an * . ander. It will be heard five days 
= in Now England. anke fe) West-Marquls, veo San Francisco, | g week at 5:30 p.m., EWT. The Procter & Gamble, Cincinnati 
- ; as account executives. aviation adventure series was for-| beginning in September will spon- 
Complete Coverage it te oe gg eS ee ee sor “The Life of Riley,” on NBC, 
oaee : : . , uly, , and from Sep-|to promote Teel. The program wil] 
of one of the ‘McGiffin Appointed Millard Appointed tember, 1941, to July, 1942. seinie P&G sstody dies on NBC 


greatest | Roy McGiffin, formerly of Lewyt| Wholesale Drygoods Institute,, Agency is Hill Blackett & Co. from 8-8:30 p.m., EWT, Saturdays 
cr : : Corporation, Brooklyn, has .been|} New York, has appointed J. W. CPP Drops C of “Gaslight Gayeties’” for Teel. 
a. post-war industri ma |}named director of sales for Pres-| Millard, Advertising New York, "Es Venera “The Life of Riley’ formerly was 
ie: gues |surelube, Inc., New York. He will | to direct its account. The institute) From June 30 until Sept. 1, Col-|sponsored on the American Broad- 
a ‘also direct the development of| plans a business paper campaign | gate - Palmolive - Peet Company,| casting Company network by the 
|postwar products, merchandising | plus a survey of dry goods dis-| Jersey City, is discontinuing “The|American Meat Institute. 
and new marketing techniques. | tribution. | Judy Canova Show” on 137 NBC| P&G on Aug. 23 will shift the 
™ a Saturday night program it spon- 
sors for Lava soap on 86 CBS 
stations to Thursday, &:30-8:55 
| p.m.., EWT. The program, titled 
“FBI in Peace and War,” has been 
competing with “Truth or Con- 
sequences,” also sponsored by P&G 
| and heard on NBC in the same 
‘ time period Saturday nights. 
F Agency for P&G’s Teel and Lava 
is the Biow Company, New York. 


New Fitch Series 

F. W. Fitch Company, Des 

goods where people shop. | Moines, on June 17 began a new 
iseries starring Dick Powell in 

comedy-mystery dramas on NBC, 

Sunday, 6:30-7 p.m., CWT. L. W. 


a 
82 Wall St., New York 


The first axiom of marketing is putting your 


i Ramsey Company, Davenport, lIa., 
People shop in markets, where they can make reese fag enan OR 
comparisons. More Adds Accounts 
C. Church More & Co., Los An- 
ele geles agency, has added the ac- 


pany, Los Angeles, plumbers’ brass 
goods: Familian Pipe & Supply 
. . . Company, South Gate, Cal.; Pa- 
market place of plastics. It is the show window cific Cast Iron Pipe & Fitting Com- 
pany, South Gate, Cal., and 
O’Donnell Mfg. Company, Alham- 


M I; tf on plastics’ Fifth Avenue, State Street and bra, Cal., dental laboratory equip- 
ment. 
ATHCL... meets 


Hollywood Boulevard. Abelson Joins Ganz 


Sidney J. Abelson, formerly in 
oe the radio department of Pedlar & 


{ 0 More than 400 leading manufacturers display Ryan, has joined William J. Ganz 


| ] MODERN PLASTICS is the shopping center, the a ees, Or 


Company, New York, producer of 
° P i commercial films, as sales promo- 
their wares and services in MODERN PLASTICS... tion director. He was previously 
with Raymond Spector Company, 
New York. 


arkel . .. taking more advertising pages in MODERN 
didi PLASTICS than in all other plastics media oe 


“YOUR FIRM’S FILMS 


Let DeVRY help you bring your institution:! a4 
training films to the attention of Schools, Co! 'cg¢s, 
° e . Universities, Church, Civic, Agricultural an: f 
If you have anything to sell the plastics indus- influential groups. You get FREE listing in 
catalogs annually. You get audience repors. 
Write for specific plan to assure your films m4 


imum showings... No CoSt.«e 
’ ’ ; ation. D -OR- 
tries, your message belongs in the active market eee aYay Ce % 
Avenue, Chicago 14, Illinois. § 


me Y 
—the pages of MODERN PLASTICS magazine. | , ~~ 


combined. 


YOUR BEST BUY—A DeV 
For Sales, Industrial 
Training projects, select 
wwe 3-purpose DeVRY, that 

™ safely projects BOTH 
and silent films; (2) sh 
BOTH black and white 


color films without e 


i % 
@ | aa eae ent affords 
as able PUBLIC ADDR 
I Cc t M A A /, I W MEMBER AUDIT BUREAU SYSTEM— indoors or 
L A . a 4 is A OF CIRCULATIONS Shoot your own movies with a DEVRY 16: 


camera — choice of the Nation's professic 
for their personal filming. 


... the only ABC plastics paper . . . the rm. PUBLISHED BY MODERN PLASTICS, INC. TT 
field's established institution . . . one 122 EAST 42nd STREET, NEW YORK 17, N. Y. ner. of Army -Nevy 


tion picture sound 
equipment 


of America's great industrial publications Chicago + Washington «+ Cleveland «+ Los Angeles 
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Susie’s as brand-conscious as the day is long! She just wouldn’t 
think of buying “‘a pig in a poke!” That’s because Susie’s a BG*, 
is proud of her own company’s business and would fight to the finish 
to defend the good name it strives to achieve. She knows that one 


established name means more than a thousand empty phrases. 


Susie learned the why of labels from business, and the which of 
labels from Charm, the one magazine whose every page is devoted 
to the specific requirements of nine million BGs*—the one magazine 


whose exciting and informative pages have created nine million BC** 


customers for you. 


When you've labeled your merchandise in Charm, listen 
for millions of echoes ... from department stores 

. . from drugstores . . . from specialty shops 
. . . from beauty shops . . . from everywhere 
your product is sold. These are the voices 
of millions of brand-conscious Business Girl 
customers, calling for your product by 


name. 
*BG—Business Girl 


**BC—Brand-conscious 


m0) ADDS 


_ 
PS 


CHAN M 


The Fashion Magazine for the Business Girl 


122 East 42nd Street New York 17, N. Y. 
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Litho Foundation Moves 
The Lithographic Technical 
Foundation, presently located at 
the University of Cincinnati, will 
transfer its laboratory staff and 


research facilities to the Armour | 
Research Foundation of Illinois | 
Institute of Technology, Chicago, | 
about Aug. 1. The Armour founda- | 


tion has conducted extensive re- 


search for the lithographic group | 


since August, 1944. 


New Catholic Paper 

Catholic Press Association, Inc., 
San Francisco, has published the 
first issue of a new monthly house 
magazine, “The Catholic Journal- 
ist,” to be mailed to the 200 news- 
paper and magazine members of 
the group. 


Bruce’s Campaign 
Signs Veterans 
as Distributors 


Tampa, Fla., June 21.—Without 
revealing the precise number thus 
far signed, J. Adams Bruce, presi- 
dent of Bruce’s Juices, Inc., re- 
ports “excellent response” to a 
“Beachhead in Business” cam- 
paign in 18 daily and weekly Flor- 
ida newspapers to enlist war vet- 
erans as distributors. 

The campaign, placed through 
McCarthy Advertising Agency, 
Tampa, was “looked upon by us 
as purely a local affair,’ Mr. 
Bruce told ADVERTISING AGE, but 
telegrams, letters, phone calls and 


visitors poured in from various 
cities. The Committee for Eco- 
nomic Development, New York, 
reproduced a Bruce’s ad in “CED 
News” as an example of “how one 
company is planning for more 
dealers.” 

The company announced its in- 
tention “to place at least 200 dis- 
tributorships in Bruce’s Juices 
nationwide system, which in turn 
will create five to ten times as 
many jobs” as heretofore. 


Expansion Is Planned 


Each of these distributors, if 
provided with sufficient capital, a 
sound territory, and experience in 
finance, distribution and selling, 
the company said, might expand 
as Bruce’s Juices has, 100 fold, in 
the last 20 years. 


Area 


THESE AND OTHER LEADING ADVERTISERS 


KNOW IT. 


Folger's Coffee 

Old Dutch Cleanser 
H. J. Heinz Company 
Standard Oil (Indiana) 
Oakite 

Canada Dry 


The fact that 305 national advertisers have already scheduled space this 
year in the Times-Democrat proves these papers are a must in reaching 
this prosperous, active market of over 200,000. For years, the list of those 
using space in the Times-Democrat has read like a “WHO'S WHO” of 
successful advertisers. Be sure to include the Times-Democrat on your 


next schedule. 


memember The Times-Democrat are essential if you don’t want to miss 


the largest and wealthiest of the Tri-Cities and the shopping heart of the 
entire trading area. Remember, too, that only the Times-Democrat have 
substantial home delivered circulation in all three cities and the surround- 


THAT'S WHY THEY'RE USING 
TIMES-DEMOCRAT SPACE IN 1945 


Kellogg's All Bran 
El Producto Cigars 
Pillsbury Flour 
Continental Oil Co. 


Heileman's Old Style 
Lager Beer 


ing rural areas of both Iowa and Illinois. 


ROCK ISLAND, ILL. 


\ 
Bas 
i 


Pabst Blue Ribbon Beer 
United Air Lines 
Hilex 

Falstaff Beer 

National Biscuit Co. 
Dutch Masters Cigars 


EDWARD C. PETRY AND 


“We have national distribution 
in our grocery line and by-prod- 
ucts line,’ Mr. Bruce explained. 
“The ‘Beachhead in Business’ pro- 
gram had to do with distribution | 
of individual service undiluted | 
juices through soft drink coolers. 
This business was dropped tem- 
porarily during the war due to 
shortage of tin for containers.” 

Prior to the war the company 
had about 75 distributors of this 
line, mostly in the Southeast. “It 
is our intention,” he said, “to de- 
velop nationwide distribution 
quickly after the war.” 

Purposes of the program were: 
“1. To feel out servicemen to see 
if they are thinking at this time 
of their postwar future, and 2. By 
our example to lead others and 
inspire them to do something con- 
crete about postwar business.” 


DISTRIBUTOR AIDS 
VETS TO GET JOBS 

Memphis, June 21.—Mills-Mor- 
ris Company, which recently be- 


came one of the first automotive 
wholesalers to advertise consis- 
tently to the public, 
turned part of its advertising to | 
the task of helping veterans enter | 


Advertising Age, June 25, 1945 


the automotive service field. 
Ads urge veterans who would 
like to enter the field, or who see 


| jobs as mechanics, body workers, 


painters or service station attend- 
ants, to call at the company’s of- 
fice and register. In answer to 
such calls, the company supplie; 
a simple job application blank. 
and then advises applicants of 


openings, sending the applicant out 


to see prospective employers with 
a note from the “Mills-Morris Au- 
tomotive Cooperative Employment 
Service.” 

The plan is reported to be meet- 
ing with enthusiastic response. 


Begins Ice Program 


Starting with a full page in the 
June American Restaurant, the 
National Ice Public Relations ad- 
vertising program will be placed 
this year in trade publications of 
the restaurant and grocery mar- 
kets, the home economics field and 
national magazines. Full pages 
are scheduled to run until De- 


|cember, with national magazines 
has now /on the list including Good House- 


keeping, 
Magazine. 
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eee IL is a BIG business in Oklahoma! 
8) y) 25% of all U. S. production is con- 
I, trolled from Tulsa . . . 37% of the 
i Nation’s drilling rigs . . . 40% of , 
the country’s natural gasoline production . . . 36 Photograph courtesy of American Airlines 
of the Nation’s refineries . . . 21 pipeline com- 
panies operating over 55,000 miles of pipeline 
.. « 14 of the largest pipeline contractors .. . 
and seismograph, laboratory, engineering and 
technical men by the thousands. Pay rolls for 
these men run into the millions every week, and 
represent a vast potential buying power for 
YOUR product when you TELL and SELL them 
| on its merits through the pages of the News- 
papers THEY READ. 


OIL CAPITAL NEWSPAPERS 


TULSA WORLD TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Harry Foster Elected 


Harry E. Foster, president of 
Harry E. Foster Agencies, has been 
elected president of the Radio 
Executives Club of Toronto. Other 
officers include Walter Elliott, El- 
liott-Haynes Ltd., vice-president; 
Art Benson, Canadian Broadcaster, 
secretary, and Walter Enger, Mc- 
Kim Advertising, treasurer. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily —each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


x * THE «x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Walgreen's Radio 
Ad Budget Nears 
$1,000,000 Mark 


Chicago, June 19.—How the 
Walgreen Company’s annual radio 
advertising budget, beginning with 
$9,700 in 1939, jumped to nearly 
$1,000,000 in 1944 and 1945, was 
described to ADVERTISING AGE to- 
day by Jack Scott, partner of 
Schwimmer & Scott, Chicago 
agency which handles the account. 

Originally. the drug chain went 
on the air alternately with other 
advertisers on Chicago stations 
WIND and WJJD, he said, spon- 
soring baseball games on a Ppar- 
tial participation basis. Its next 
step was to add a one-hour pro- 
gram every night in the week on 
WENR, Chicago, and by 1940 it 


was spending about $100,000 in 
radio. It then added six 5-minute 
newscasts on WGN, which it secon 
increased to 84 spots a week. 

Still more newscasts and spots 
were added for Walgreen, which 
doubled its radio budget in 1942 
to approach the $200,000 mark. 
It again spent more in ’43 to reach 
the half million figure. Now, as 
in 1944, it is spending more than 
$900,000 for radio advertising. 


Sales Keep Increasing 

According to Mr. Scott, who de- 
veloped the theme and tempo of 
Walgreen’s radio campaign, the 
company, despite the wartime 
shortages of merchandise, has 
shown an increase in sales of from 
5 to 15% a year. As an example 
of the agency’s “market penetra- 
tion” formula, a four-week pro- 
motion of a 30-cent special ice 
cream sundae resulted in 236,000 
sales, 

To handle the volume of local 
news shows for Walgreen, 
Schwimmer & Scott has enlarged 
its office from a half floor in 1939 


- 


to two crowded floors. Ten typists 
do nothing else at the agency but 
work on commercials used on the 
programs. When a new product is 
to be developed for Walgreen, the 
whole staff digs into it, guided by 
Mr. Scott. Today this entails new 
scripts for the 640 live newscasts 
and 672 spot announcements Wal- 
green sponsors each week. 


Uses 50 Periods on WGN 


Currently Walgreen’s list of 5, 
10 and 15-minute news programs 
and spot announcements includes 
50 periods a week on WGN, Chi- 
cago; 49 on WIND, Chicago; 11 
on WENR, Chicago; 24 on WJJD, 
Chicago; 35 on WCFL, Chicago; 
56 on WISN, Milwaukee; 52 on 
KUTA, Salt Lake City; 35 on 
WMC, Memphis; 18 on WMPS, 
Memphis; 28 periods on KWK, St. 
Louis; 36 on KXOK, St. Louis; 18 
on WTMV, East St. Louis; 20 on 
WAVE, Louisville; 31 on WGRC, 
Louisville; 42 on WDGY, Min- 
neapolis; 42 on WTCN, Minne- 
apolis; 35 on WLOL, Minneapolis; 
49 on WDSU, New Orleans, and 


“A thing of shreds and patches” 


. . . Next time you ride the Midwest 
air routes, take note of the terrain... 
Gone are the quarter-sections solid 
with corn. Farmsteads are mosaics of 
many small-area plantings, varied 
patches, pastures dotted with milk 
cows, acres widely assorted, often 
contour-plowed . . . 

And realize that below you a 
Revolution has been accomplished . . . 
not in scorched earth, dispossession, 
lordly estates reduced to peasants’ 
plots, or kulaks coerced into great 
collectives, but a gradual movement 
as momentous as the glaciers that 
gave this continent center its thick 
layer of rich topsoil, greatest natural 
wealth on all the globe!... 

You look down on Diversification 


in the doing, dependence on many 
crops instead of one—farming that 
is a better balanced business, secure 
in several income sources, productive 
of more prevalent and permanent 
farm prosperity ... You see factory 
production per individual farm, new 
methods and machines replacing 
muscle and man-toil, new plants and 
products, new sciences and skills . 
new progress and profits, pushing the 
levels of farm life to new points above 
the urban average . . . making new, 
formidable markets for manufacturers. 
Now note ... the biggest barns, 
the newest houses, sleekest stock, the 
best kept fields, the neatest lawns. . 
and realize again that you see some of 
SuccessFuL Farminoe’s more than a 


million subscribers, best in these best 
farm states . . . selected and served 
for forty years by this publication .. . 
farmers with the largest investments 
in land and equipment, the highest 
brows, crop yields, cash prices, and 
largest income margins over expense. 
Now the plus savings of five peak 
years, make these SF farmers the 
best “class” market in the world! 
And wonder while you look 
down, if any sensible advertiser can 
afford to further ignore this major 
medium and the major market that 
it helped to make? ... The nearest SF 
office will answer your questions .. . 
SuccessruL Farmine, Des Moines, 
New York, Chicago, Atlanta, San 
Francisco, Los Angeles. . . 
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9 on WHKK, Akron. 

Forty-two spot announcements 
a week, in addition, are aired over 
KOY, Phoenix; KTUC, Tucson: 
KLRA, Little Rock, Ark.; KFFL, 
Denver; KLZ, Denver, WJAX, 
Jacksonville, Fla.; WQAM, Mi- 
ami, Fla.; WFLA, Tampa, Fla. 
WSPR, Springfield, Mass.; WLAY,. 
Grand Rapids, Mich.; WJIM, Lan- 
sing, Mich.; and 21 a week on 
WRAL, Raleigh, N. C.; WDNC 
Durham, N. C.; WGBG, Greens- 
boro, N. C.; WTOL, Toledo, 0.: 
KOCY, Oklahoma City; WIS, 
Columbia, S. C.; WFBC, Green- 
ville, S. C.; KXYZ, Houston, Tex.: 
KTSA, San Antonio, Tex., and 
KPAC, Port Arthur, Tex. 

Walgreen reached an apex in 
its radio expenditures last week 
(AA June 18) when it celebrated 
its 44th anniversary with a spe- 
cially transcribed program broad- 
cast over 145 stations. The show, 
entitled “Walgreen Birthday 
Party,” was said to have cost 
$1,000 a minute in time and tal- 
ent for the one-hour show. 


Mars to Use American 


Mars, Inc., Chicago, maker of 
candy bars, beginning July 4 will 
sponsor a half-hour dramatic show 
on 64 mountain and West Coast 
stations of the American Broad- 
casting Company, Wednesday, 8- 
8:30 p.m., CWT. The series, signed 
for 26 weeks, will be produced by 
Grant Advertising, Chicago. 


‘Meet Your Navy’ Shifts 


Raytheon Mfg. Company, New- 
ton, Mass., will move “Meet Your 
Navy” from its Saturday spot on 
the American Broadcasting Com- 
pany network to Monday, 9-9:30 
p.m., EWT, on the full American 
network beginning with the July 
16 broadcast. J. M. Mathes, Inc., 
New York, new agency for Ray- 
theon, said the program will move 
from 9 p.m. to 8:30 p.m. in Sep- 
tember, to stay in that slot for the 
rest of the season. 


Mentholatum on Don Lee 


Mentholatum Company, Wil- 
mington, Del., beginning July 2 
will sponsor “The Mountaineers” 
for 26 weeks on 30 Don Lee West 
Coast stations, Monday, Wednesday 
and Friday, 10:30-10:45 am, 
PWT. J. Walter Thompson Com- 
pany, New York, is the agency. 


Continue Calvert Series 


Calvert Distillers Corporation, 
New York, will continue for an- 
other year its “Men of Distinction” 
advertising theme for Lord Cal- 
vert whisky. The new series will 
break in several magazines in 
September, with photographs 
again by Valentino Sarra. Agency 
is Geyer, Cornell & Newell, Inc. 
New York. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
or a magnificent mansion, you wi! 
want a copy of “How To Pian 
The Home You Want,” in your 
home idea file. 

Its 32 pages are packed full of 
valuable iene in home design ed 
new equipment that you will went 
to know about. 

Written by our own staff of 2c 
cepted authorities on all mod: 
phases of home building—men a1 
women whose lives have been 
voted to the building business, ‘' 
eight easy-to-read chapters cover 
everything from financing to 60 *° 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicag 


at 25e I can’t lose—Send me “How !° 


( Plan The Home You Want.” 

: N 

' ame. 

{ Address. 

‘ City __State. 
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...1S8 a promising picture for those 


who sell BEER, WINES and LIQUORS 


From Hawaii comes this toast —“Here’s to the vintners, 
brewers, and distillers on the Mainland. May they never 
forget that their well-known brand names are always a wel- 
come sight in Hawaii!” 


It’s a timely toast and the land from which it comes reveals 
some startling statistics. Today Hawaii has a civilian popu- 
lation of half a million with nearly 65 percent concentrated 
in Honolulu City and County. With the Armed Forces. 
whose number is a military secret, this population spent 
$389,000,000 on retail sales during 1944... a 105 percent 
increase over 1941. According to U.S. Department of Labor 
figures. the annual average gross income of the working 
class family in Hawaii is $4,980. 


If you need help in ‘‘looking behind the Hawaiian Scene” 
and information about sales representatives and distrib- 
utors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 


xn YOUR SALES 


Hanalei Valley 


BEHIND THIS HAWAIIAN SCENE... 


All this adds up to one thing! It’s time to Pin-up Hawaii on 
your sales map. With such a promising picture, you can do 
it enthusiastically and confidently. 

Last year 18 manufacturers of alcoholic beverages found 
that it paid to advertise in the Honolulu Star-Bulletin. For 
in Honolulu where the concentrated population of Hawaii 
is, the Star-Bulletin has a carrier delivery to practically 
every Honolulu home every evening! 
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Utility Issues 


Super Survey 
of N. Y. Market 


New York, June 20.— Consoli- 
dated Edison Company of New 
York today presented “Survey of 
the New York City Market,” prob- 
ably the most detailed picture yet 
developed of the economic life and 
the living and buying habits of 
some 7,000,000 people in the city’s 
four major boroughs—Manhattan, 
Bronx, Brooklyn and Queens. 

New York is not “one large and 
compact market,” the book ex- 
plains, “but is a thousand different 
markets. Not only do neighbor- 
ing sections live on different social 
and economic levels — not only 
does one city block vividly con- 
trast with the next—but often a 
single street changes complexion 
a dozen times in its course.” 


Detailed Data Shown 


Data shown include the pur- 
chasing power in each of 40,000 
blocks and in each of 3,000 census 
tracts, and population by sex, race, 
nativity and occupation—including 
trends for each borough since the 
year 1800. Shifts in population 
within each borough from 1930 to 
1940 are mapped for every census 
tract. Also included are statistics 
on housing; nature and extent of 
business activities; six types of re- 
tail stores in each census tract, 
and mechanical refrigerators and 
central heating systems. 

The survey, directed by Sher- 
man M. Hall, assistant manager of 
the company’s economic research 
bureau, shows that New York “has 
been the leading manufacturing 
city of the United States ever 
since 1824,” with “value of its 
production greater than that of 
Detroit, Philadelphia and Cleve- 
land combined,” and that, with 
6.7% of the nation’s population, 
the city does 7.6% of the retail 
business, 23.4% of the wholesale 
business, and 15.5% of the service 
business of the country. 


Kabaker Rejoins D-F-S 

Alvin Kabaker, recently re- 
turned from two and a half years 
active naval service, and formerly 
with Dancer - Fitzgerald - Sample, 
has rejoined the agency as head 
-* its newly-expanded Hollywood 
office. 


Mr. and Mrs. Hoosier 


All during these busy days 
Hoosier families have been 
wearing out such things as 
radios, cars, washing-ma- 
chines, lawn-mowers, vacuum 
cleaners and numerous other 
irreplaceable items. 


One of these days in the near 
future they are going to de- 
cide which of these things 
they want first and need 
most. 


Better plan to tell them your 
message NOW thru the mem- 
ber newspapers of the 


INDIANA LEAGUE 
of 
HOME DAILIES 


(covering non-metropolitan 
Indiana) 
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J. H. Lytle Retires; 


Kircher Heads Agency 

J. Horace Lytle, president of 
Kircher, Lytle, Helton & Collett, 
Dayton, has retired from active 
participation in the agency to de- 
vote more time to his writing, 
radio and sports hobbies. He wi 
remain with the agency in an ad- 
visory capacity. 

Ralf Kircher, vice-president, 
will become president, and the 
agency name will be changed to 
Kircher, Helton & Collett. Robert 
Collett is secretary and Carter 
Helton treasurer. 


Printer Honored 


Neely Printing Company, Chi- 
cago, has been awarded the Cer- 
tificate of Merit by the Public 
Printer of the United States, A. E. 
Giegengack, for outstanding effort 
in printing government work. 


Yogurt Campaign 
in Chicago Brings 


Out Superlatives 


Chicago, June 20.—The strong- 
est bid yet made by a manufac- 
turer of yogurt to introduce that 
centuries-old, custard-like milk 
health food to the American pub- 
lic was launched here last week- 
end by Hawthorne-Mellody Dairy 
Farms. 

Bozell & Jacobs, appointed to 
handle the account two months 
ago, has opened the Mellody 
yogurt campaign with 1,000-line 
insertions in all local dailies, ads 
in suburban and foreign-language 
papers, radio spots, and painted 
signs and 24-sheets. 

Chicagoans were introduced to 


Yami Yogurt Products Company 
introduced the product on a dairy 
licensing arrangement, but nothing 
much happened and Yami Yogurt 
soon retired from the field, al- 
though the company is still in 
business in the Los Angeles area. 


An Old Food 


Yogurt is a snow-white milk 
food made by introducing a cul- 
ture of special bacilli to sterilized 
whole milk. Claims made by 
physicians throughout Europe for 
yogurt in the past half century 
verge on the fantastic. That 1,500 
of every 1,000,000 Bulgarians at- 
tain the age of 100, as compared 
with only 9 out of 1,000,000 non- 
Bulgarians, is said to be a result 
of the Bulgarians’ addiction to 
yogurt, for example. 

Hawthorne-Mellody copy says 
that the yogurt it has developed 


yogurt about five years ago, when 


is far greater in nutritional value 
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than the yogurt used in eastern 
Europe for many centuries, but no 
sensational claims are made in 
the advertising. Mellody yogw' 
is hailed as invaluable to gooi 
health, an aid to a healthy ani 
beautiful complexion and a builder 
of strength and vigor. 


Named Sales Chief 


Ziegler Bare, assistant sale; 
manager of Tri-Valley Packinz 
Association, San Francisco, has 
been appointed sales manager, 
succeeding Dwight Paulhamus, 
who has resigned to enter business 
for himself. 


Purity to J. M. Korn 

Purity Drug Company, Passaic, 
N. J., has named J. M. Korn & Co., 
Philadelphia, to handle advertising 
of Nucoferrin. Plans include use 


of newspapers and radio. 


| 


Here are 


Here are the facts about your present metalworking market. Here 
is definite information on trends and changes to come. Use 
STEEL’s continuous study of metalworking and its operations as 
the basis for your marketing and sales planning. 


Since 1940 metalworking has grown to represent 60% of all 
manufacturing in the country. In producing for war there have 
been decided shifts geographically and by size of plants. Wha! 
is the new picture of metalworking . . . how can this tremendous 
postwar market best be reached? 


Use STEEL’s Postwar Market Selector to plot future sales activ'ty 
against definite trends. It gives you definite answers (by prod:ct 
classification) to your questions about: 


e Plants still making same products as before the war 

e Plants intending to go back to prewar products 

e Companies that have developed new postwar products 
e Time required to reconvert to peacetime production 


Put the Postwar Market Selector to work now. It will show you hw 
to reach the plants that do 90% of the business in metalworki.g. 
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Beech, Cessna Aircraft 
Merger Proposed 


Beech Aircraft Corporation and 
Cessna Aircraft Company, Wich- 
jita, Kan., may merge their inter- 
ests if stockholders of both com- 
panies vote favorably on recom- 
mendations by the two boards of 
directors. The postwar aircraft of 
the two companies, which are mu- 
tually complementary, will vary 
from two to 15-place capacity, 
and, if combined, will be avail- 
able to customers under one dis- 
tributor or dealer contract. 


Cueto Joins Agency 

Jorge J. Cueto, formerly of the 
export department of Vick Chem- 
ical Company, New York, has 
joined National Export Adver- 


4,500,000 Jobs 
in Radio Seen 
by Sonora Head 


Detroit, June 19.—Private in- 
dustry will be able to absorb 
“every man who wants a job dur- 
ing the next 10 years” and the 
radio industry itself—in its num- 
erous segments—may be expected 
to employ as many as 4,500,000 
people in the early postwar period, 
it was predicted Friday night by 
Joseph Gerl, president of Sonora 
Radio & Television Corporation. 
Mr. Gerl spoke before a radio in- 
dustry round table discussion at 
which Graybar Electric Company 
was host. 

Pointing out that the radio in- 


sons,” Mr. Gerl continued: “The 
plans of manufacturers in the 
industry—based on the known de- 
mand for radios and television sets 
—indicate that during the first 
three years after the war we will 
take on another 350,000 employes 
to make a total of 450,000 directly 
concerned in the production of 
radio, television and_ electronic 
equipment. 

“But that is not the end. When 
we take into consideration that we 
probably will have as many as 
3,000 new frequency modulation 
stations, 1,000 television stations, 
and considering the growth of 
radio dealer service shops, phono- 
graph record shops, dealers, dis- 
tributors and so on—by the same 
ratio which held in the automobile 
business—we may reasonably ex- 
pect that as many as 4,500,000 per- 


dios, radio-phonograph and tele- 
vision sets, and in the broadcast- 
ing and telecasting stations.” 


Adams Leaves U. S. Steel 


Avery C. Adams has resigned 
as vice-president in charge of 
sales, United States Steel Corpora- 
tion, New York. He will be suc- 
ceeded as acting head of sales by 
David F. Austin, vice-president in 
charge of sales of Carnegie Illinois 
Steel Corporation, Chicago. 


Flebut to Niagara 


A. J. Flebut, for many years 
executive vice-president of Cali- 
fornia Spray Chemical Company, 
has joined Food Machinery Cor- 
poration as western manager of 
its Niagara Sprayer & Chemical 
Company subsidiary. His head- 
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What about aluminum, magnesium, copper and brass? 
Will more castings and stampings be used? This study 
by STEEL also gives you useful facts about NE alloy trends 
and uses for special metal shapes. All of the information 


STEEL knows metalworking inside-out. That’s why STEEL 
can give you the market facts (and coverage) you need 
when you sell to metalworking. If you don’t already have 
a copy of “The Future Market for Metals”, drop us a line. 


What features do metalworking plants want in postwar 
machine tools? How many plants plan to buy new machine 
tools? How many will purchase surplus, government- 
owned tools? Would a comprehensive trade-in program 


lead to more extensive replacement of present equip- 
ment? What are the trends in tooling? 


These and other pertinent questions are answered in 
STEEL’s latest study which will soon be ready for distribu- 
tion. “The Future Market for Machine Tools” will be of 
practical help in planning your machine tool sales pro- 
grams. We'll be glad to put you on the list to receive 
| this study as soon as it is ready. 


The train spece you wont may 
be meeting his boot! 


” 


Mew Yoru Centrat “ ru, 


sat (itz 

Ba. Aa 
WARNING—New York Central Rail- 
road is running this 4-column news- 
paper ad in all principal dailies and 
weeklies of on-line cities to support the 
warning of President Truman and the 


ODT about the critical travel situation. 
Foote, Cone & Belding is the agency. 


Milani Foods Appoints 

Louis Milani Foods, Inc., Chi- 
cago, has appointed Jim Ward & 
Co., Chicago, as its agency. Radio 
outdoor, trade publication and 
consumer promotion are planned 
for Milani’s 1890 French dressing, 
and for a new Potato Pancake 
mix. 


Reynolds Joins G-E 

Bert W. Reynolds has been ap- 
pointed appliance sales manager 
of the San Francisco district for 
General Electric Supply Corpora- 
tion. He was formerly manager 
of domestic sales for Pacific Gas 
& Electric Company, San Fran- 
cisco, and will be succeeded there 
by John S. C. Ross. 


“They say that 
swimming promotes 
grace and poise. 
But did you 
ever look at 


a duck?”’’ 
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For latest radio information, call 


FREE & PETERS, tnc. 


Pioneer Radio Station Representatives 


Since May 1932 
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Printing Honor to Hall 


W. F. Hall Printing Company, 
Chicago, has been awarded the 
Government Printing Office’s Cer- 
tificate of Merit for speed and 
efficiency in filling wartime gov- 
ernment contracts. The company 
recently announced a $4,000,000 
program of plant expansion, in- 
cluding installation of new equip- 
ment. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


Dairy Companies 
Plan fo Continue 
Margarine Sales 


Chicago, June 20.—The fight be- 
tween butter and margarine in- 
terests on the farm, which grows 
more intense as the war goes on, 
has not been matched at the dis- 
tributive level, where there is an 
increasing tendency of some mar- 
garine and dairy interests to work 
together for their mutual interest. 

Wartime shortage of butter has 
hurt the larger dairy and creamery 
companies more than it has the 
farmer. Farmers have obtained 
higher prices for their milk from 
creameries during the war than 
they got previously. But more of 
the milk has been going into 
cheesemaking, and the cheese and 
government butter requirements 
have cut heavily into the profit 
many dairy distributing companies 


formerly realized from sales of 
butter. 

The result has been that these 
dairy companies have sought to 
compensate for their loss in sales 
of butter and some other strictly 
dairy products by the addition of 
“specialty” products, including 
margarine. 


Specialty Sales Rise 


The annual report of Beatrice 
Creamery Company, largest 
creamery-distribution firm in the 
nation, except possibly the com- 
bined National Dairy Products 
Company-Kraft Cheese Company 
organization, shows evidence of 
this wartime change. Beatrice has 
recently added Churngold mar- 
garine to its line in Chicago, and 
in various parts of the country is 
selling John F. Jelke Company’s 
Good Luck margarine. 

Beatrice sales for the year end- 
ing Feb. 28, ’45, were $110,325,- 
000, nearly $4,000,000 over the 
previous year, but sales of butter, 
cheese and eggs declined while 
sales of specialties increased to 
$13,378,000, up 30.47%. The spe- 
cialties include La Choy Chinese 
foods, Vegemato cocktail, Hormel 


HEADQUARTERS FOR 


Sytett 


@ Houston is the hub of the great syn- 
thetic rubber industry on the Gulf Coast, 


where millions have been 


plants producing over 50 per cent of the 
nation’s supply of this vital material. 


Born of wartime need, Houston’s huge 
synthetic rubber industry will be a@& 
peacetime gain and will help assure that § 
America will never again be dependent 
upon the rubber tree for its rubber. 
H. Stuart Hotchkiss, chairman of the 
board of General Latex and Chemical 
Corporation, has said, “Synthetic rubber 
is here to stay. Don’t let anyone tell you 
that when the war is over all these fine 
plants will be discarded. We are progress- 
ing so rapidly in our rubber chemistry 
that our processes may be obsolete before 
the peace comes. But the buildings, the 
instruments, the equipment will not be 
obsolete and it*is certain that synthetic 
rubber can compete economically with 
natural rubber from the Far East.” 


Synthetic Rubber is one of Houston’s 
great new industries. But it is only one tem} 
of many important permanent industries 
which have made Houston the South’s 
largest market and contribute to her con- ° 
tinued rapid growth and prosperity. 


The Houston Market is sold 
when yowr story is told 
- «in The Chronicle 


TO SEE THE HOUSTON OF TOMORROW 
--- LOOK AT HOUSTON TODAY! 


invested in 


R. W. McCARTHY 


National Advertising Manager 


Fast In CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR 
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THE BRANHAM COMPANY 
National Representatives 


CAREER MEN—Selling as a <areer, which got attention at the recent Chicago 

meeting of the National Federation of Sales Executives, is the main interest 

of this Selling As a Career committee of the Chicago Sales Executives Club 

Members are, left to right: M. R. Wilson, W. A. Rogers division of Oneida 

Ltd.; A. C. Morse, Remington Rand; Lee Adams, Sarra, Inc.; John Harkness, 

Crane Co.; Paul Teetor, Rotarian magazine and W. S. Christopher, Illinois Bel! 
Telephone Co. 
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canned meats, Van Camp canned 
foods, Bird’s Eye foods and other 
products, some of which are sold 
by the Beatrice distribution set-up 
in all territories it serves and some 
in only local markets. 


Plans to Expand 


The sale by Beatrice of special- 
ties is not a temporary, wartime 
means of bolstering sales and 
profits. The company plans to add 
additional lines, either its own or 
those of other processors, to the 
extent that its distribution facili- 
ties can handle them profitably 
after the war. The postwar period 
definitely will find Beatrice sales 
officials continuing to sell as much 
margarine as they can, even 
though this may well be a matter 
of concern to the creamery and 
butter departments of the com- 
pany. 

Beatrice does not and never has 
made its own margarine. There 
are many companies, including 
most packing houses, which pro- 
duce both butter and margarine, 
to the extent the public has de- 
manded either product. A number 
of packers deliver both butter and 
margarine along with their meat 
products. 

Other firms on both sides of the 
margarine-butter controversy in- 
clude National Dairy, which pro- 
duces much butter and no mar- 
garine, but whose _ subsidiary, 
Kraft, is a major producer of mar- 
garine (Parkay); Harrow-Taylor 
Butter Company of Kansas City, 
Mo., etc. 


Most Broaden Lines 


There are a number of impor- 
tant dairy companies in the nation 
which have not taken to distribu- 
tion of other-than-dairy products 
and are not set up to do so, the 
most important being Borden. 
Most distributors of dairy prod- 
ucts, however, whether or not they 
are in the creamery business, have 
begun since the war to sell mar- 
garine, and there is widespread 
belief that most of them will con- 
tinue to sell as much margarine as 
they can postwar. Most such com- 
panies take the position, strangely 


— 


enough, that there is no competi- 
tion between butter and marga- 
rine, and that in normal times the 
two have distinct markets. 

Jelke, to name only one mar- 
garine maker, has also turned to 
handling so-called specialty prod- 
ucts where it operates its own 
distribution organization. It dis- 
tributes flavoring extracts, candies, 
jellies, jams, and other products 
in Chicago, along with Good Luck 
margarine. It might even handle 
butter and dairy products if need 
should arise, although that possi- 
bility seems remote. 


Lawler Succeeds Wing 
as Nash Ad Manager 


N. F. Lawler, assistant director 
of advertising and sales promo- 
tion of Nash Motors division of 
Nash-Kelvinator Corporation, has 
been appointed director. He suc- 
ceeds C. D. Wing, who has re- 
joined Maxon, Inc., Detroit, as 
account executive, a post he held 
in 1943 and 1944. 

Mr. Lawler was with McCann- 
Erickson, Inc., until he joined 
Nash early this year. 


Ken-Rad Lamps Bought 
Westinghouse Electric Corpora- 
tion, Pittsburgh, has purchased the 
lamp assets of Ken-Rad Tube & 
Lamp Corporation, Owensboro, 
Ky., as part of the Westinghouse 
program to increase its lamp out- 
put. The new unit will be known 
as the Ken-Rad Lamp division of 
Westinghouse. Ken-Rad’s radio 
tube manufacturing and _ plant 
facilities were purchased earlier 
this year by General Electric 
Company, Schenectady. 


Canadian Papers Get 
10% More Newsprint 


Canadian publishers have been 
granted an increase of 10% in 
newsprint allowances for the third 
quarter of 1945. The increased 
allotment follows a similar in- 
crease in the allocation of Cana- 
dian newsprint in the United 
States. 


TRY THIS ON YOUR PHONE 


.. » Write or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure woy 
to the complet: 
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Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 + Whi. 2300 
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Now you can double check without offending 
or disrupting present agency connections. Re- 
inforce your present effort with fresh, new 
ideas, that are alive with power. Get our an- 
swers to the following questions: 


A new professional service that puts over-alls 
Yet on advertising. Names of clients are never 
nt divulged. . . . No one ever knows where 


1. In general, what does this new service offer 
the Advertiser? 


10% in these new ‘“‘selling ideas’’ are coming from. 


increased 
nilar in- 
of Cana- 
. United 


This is a confidential service . . . so confidential 


. Do you analyze radio programs and make 
suggestions for improving the rating and 
increasing sales with better commercial 
credits? 


that only the operating head of a firm may know if 


about it and use it at the crucial moment for a new 


campaign . . . for stimulating business . . . for 


adding prestige with an unusual radio program 


et Ais: \ 3. Is this service of value to a firm not now 
-- for changing copy style and art work . . . for ) ' advertising, but who plans post-war activi- 
glamorizing an old product and “repricing’’ it, | 8 ties? 
; : ‘ | 
HI find <3 rng 8 oom apetagent pm on - ve . How can a client be sure that his problems 
fying ball that may have a far-reaching and lasting : i i will be kept on a confidential basis? 
ecause effect on the whole sales ; A 3¢ stamp is a one-way pass to new 
the structure and future of power for your whole advertising 
- ai your company. scheme. Write for full information. 
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Miss Ayres Promoted 

Dorothy Ayres, formerly secre- 
tary to Wendell Campbell, assist- 
ant manager of KMOX, St. Louis, 
has been promoted to the newly 
created office of sales service man- 
ager. 


Aids Heating Selection 
National Radiator Company, 

Johnstown, Pa., has released a 

24-page consumer booklet, “Plan 


to Be Comfortable,” designed to 
help home owners in the selection 
of a heating system. 


Denniston to Kawneer 

A. J. Denniston, formerly assist- 
ant advertising manager of South 
Bend Lathe Works and Gisholt 
Machine Company, has joined the 
Kawneer Company, Niles, Mich., 
maker of store fronts, as assistant 


advertising manager. 


That’s the word for STRECHTYPE* 
proofs. Send for folder on this revo- 
lutionary process. STRECHTYPE* 
process italicizes or backslants, con- 
denses or expands the length of a line 
of type, any drawing or photograph. 
Modernize your advertising with 
STRECHTYPE* proofs. 
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BEDA* REVETCH* STRECHTYPE* TRANSPAROTYPE* 
*Trade Mark PROOFS 


Frederick H. Bartz, Pres. 
Harry Baird Corporation 


TYPOCRAPHERS 
18 E. Kinzie St. - Chicago - WHitehall 4347 


Mercready Leaves Lewin 


to Form Own Agency 

Herbert V. Mercready has re- 
signed as executive director of the 
industrial division of A. W. Lewin 
Company, Newark, N. J., to form 
Mercready & Co., industrial sales 
promotion and advertising organ- 
ization. Offices will be opened 
July 2 in the Griffith building, 605 
Broad St., Newark. 


Selby Heads Office 


Robert Selby, veteran San Fran- 
cisco newspaper and advertising 
executive, has been appointed 
manager of the new San Fran- 
cisco office of Smith, Bull & Mc- 
Creers in the Butler building. 
Lor J Smith was appointed pro- 
duction manager and Grace Laird, 
formerly in the agency’s Holly- 
wood office, was named office man- 
ager. 


Steiner to ‘Post’ 


William Steiner, formerly with 
Scholastic Magazine and Drug 
Topics, has joined the Washington 
Post as advertising promotion 
manager. 


Stone Named Editor 


Lewis C. Stone, formerly man- 
aging editor of Radio Service 
Dealer, New York, has been ap- 
pointed editor, succeeding Sanford 
R. Cowan, formerly editor and 
publisher of the magazine, who 
continues as publisher. 


Mix to Garling House 


Floyd Mix, manager of the book 
department, Popular Mechanics 
Company, Chicago, has resigned 
to join Garling House, Topeka, 
Kan., publisher of house plans. 


Muehlbauer Joins WKBN 


Lew H. Muehlbauer, recently 
with General Fireproofing Com- 
pany, Youngstown, O., and deputy 
director of the War Finance Com- 
mittee, has joined the sales staff 
of WKBN, Youngstown. 


Anthony to Biddle 

Everett D. Biddle Advertising, 
Bloomington, Ill., has been ap- 
pointed to handle advertising for 
Anthony Company, Streator, IIL, 
maker of hydraulic hoists and 
dump bodies. 
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significance last April 22, were the ceremonies 
in connection with the first flight of American 
Airline’s new transcontinental service through 
Oklahoma City. On this same day 56 years 
before the historically famous “Run of ’89” 
had occurred and Oklahoma City was founded. 
WKY carried a full hour of the colorful cere- 
monies, pictured below. 


VERY Wednesday afternoon for almost a 

4 year now, convalescent GI’s at Borden 

General Hospital have been enjoying a private 

half-hour organ concert piped 50 miles to 
Chickasha, Okla., from WkKY’s studios. 


This is only one of the many ways in which 
WKY shares its talent and facilities with its 


community both on and off the air. 


prosaic subject, a program of wide and absorb- 
ing interest has been built dealing with the 
state’s trees and forests, reforestation, fire 


O these examples of enterprising, imagina- 

tive service could be added scores of others. 
Together they all add up to the fact that 
WKY considers itself much more than a radio 
station. It is deeply conscious of its obligation 
to be of service to its community, and proves it 
daily by its deeds. 


WKY ¢ OKLAHOMA CITY 


OWNED, OPERATED BY OKLAHOMA PUBLISHING CO. 


EE 

Another example of a non-aired service is 
WKY’s special 5-minute newscasts direct from 
its newsroom to weekly luncheon meetings of 
the Chamber of Commerce, Rotary and Lion’s 
clubs, and to convention and conference ses- 
sions. This has been a greatly appreciated 
service during the days of big and fast-break- 


ing news as indicated by the attentively listen- 
ing Lions pictured at the right. 


NE of the many public service programs 


which WKY does air for all to hear is the 
surprisingly popular “Oklahoma Forestry Pro- 
gram” broadcast in cooperation with the divi- 
sion of Forestry of the Oklahoma Planning 


and Resources Board. On this seemingly 


prevention, state parks and soil conservation. 


WKY, of course, covers innumerable special 
Of special 


events as a matter of routine. 


The Oklahoman and Times - The Farmer-Stockman 


KVOR, Colorado Springs - 
REPRESENTED NATIONALLY BY THE KATZ AGENCY. 


KLZ, Denver (Affiliated Mgmt.) 
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Richer to Join 
Grey Agency in 
N.Y.Next Month 


New York, June 21.—E. 28. 
Richer, advertising director of Hart 
Schaffner & Marx, Chicago, is ro- 
signing July 1 to join Grey Ai- 
vertising Agency, New York, in 
an executive 3 
capacity, it was 
announced to- 
day by Law- 
rence Valen- 
stein, president 
of the Grey or- 
ganization. 

Mr. _ Richer, 
who. rejoined 
Hart Schaffner 
& Marx last 
year after leav- 
ing that organ- 
ization in 1942 
to become promotion director of 
the Chicago Sun, was in war serv- 
ice with the Office of Stratezic 
Services for more than a year. 
He completed a special assign- 
ment for OSS a year ago and re- 
turned to his former HS&M post. 
Prior to his service with the cloth- 
ing manufacturer, he was in 
charge of advertising for the men’s 
store of Marshall Field & Co., and 
was later sales promotion manager 
of Brunswick - Balke - Collender 
Company. 

Mr. Richer was formerly presi- 
dent of the Chicago Federated Ad- 
vertising Club. He has addressed 
many organizations in the adver- 
tising and marketing fields on 
subjects related to distribution 
through retail stores. His suc- 
cessor with Hart Shaffner & Marx 
has not yet been announced. 


HS&M FEATURES 
WAR FILM FOR DEALERS 


Chicago, June 22.—A full-color 
motion picture of the invasion of 
Europe and the dramatic events 
between D-Day, June 6, 1944, and 
the final victory over Germany is 
being offered to its dealers by 
Hart Shaffner & Marx, and the 
film, of which three prints are 
available, is already booked until 
November, according to E. R. 
Richer, advertising director. 

The film was made by Jack 
Lieb, Metro-Goldwyn-Mayer news 
cameraman, and the HS&M pub- 
licity tie-up includes several shots 
of the famous posters of the com- 
pany which were displayed in 
Paris shortly after the city was 
liberated by American troops, 
congratulating them on. their 
achievement. 

Dealers who have _ obtained 
prints of the film are showing 
them to American Legion posts, 
advertising clubs, luncheon groups, 
schools, etc., and have reported 
an enthusiastic reception. 


E.R. Richer 


Ralph Harris Appointed 

Ocean Bathing Suit Company, 
New York, has appointed Ralph 
Harris, New York, as its advertis- 
ing agency. 
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WON’T HOLD MY BUSINESS 


[need Metheit we 


/ When merchants in smaller cities and 
towns need the goods you can’t ship, they 
naturally question how much you value 


their business. Infrequent sales calls cause 


further doubt. Precious good-will may 


hang by a thread. You need some way 


of keeping in touch—to convince them 


of your interest. 

PATHFINDER will give you this con- 
tact. People who live and do business in 
the smaller places know PATHFINDER as 
the family news magazine published ex- 
pressly for Main Street. They recognize 
advertising in PATHFINDER as directed 
to them. 

Small town America is a big market. 
56 percent of all U.S.A. retail outlets are 


located in the 17,000 places of less than 


25,000 population. But it is a market you 
cannot neglect—and keep. Special atten- 
tion through the pages of PATHFINDER 


will be well rewarded. 


GRAHAM PATTERSON, 


_ PATHFINDER 


PATHFINDER BUILDING WASHINGTON, D. C. 


ADVERTISING OFFICES 
Philadelphia, 230 West Washington Square + +* New York, 420 Lexington Avenue 
Chicago, 180 North Michigan Avenue « «¢ «¢ Detroit, General Motors Building 
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Postwar Products 


Need Huge Sales 
Force, NAM Told 


New York, June 20.—A mini- 
mum of 10,000,000 salesmen will 
be required to dispose of goods 
produced after the war if pros- 
perity is to be insured, Arthur H. 
Motley, publisher of the American 
Magazine, told the National Asso- 
ciation of Manufacturers’ 1945 
clinic on distribution today. 

; Complaining that some adver- 
tising and sales managers have not 
»yet seen the postwar products 
their companies will put on the 
market, Mr. Motley said that man- 
ufacturers, producers and distribu- 
tors should begin to prepare and 
test plans for advertising and sell- 
ing their merchandise. 


Only 4,000,000 Now 


“Today we have only about 4,- 
000,000 sales people, compared to 
about 7,000,000 before the war,” 
he said. “But we’re going to re- 
quire a minimum of 10,000,000 if 
we hope to create the wants that 
will produce jobs. And the men 
charged with selling and distribut- 
ing more merchandise must see to 
it that sales people aren’t sent 
forth to operate on the old hit- 
or-miss sysem.” 

The customer’s annoyance at 
wartime shortages will be reflected 
after the war when his business 
will be given to the person or com- 
pany with the greatest drive when 
consumer goods become abundant, 
Mr. Motley explained. 

Pointing out the need for care- 
ful recruiting of salesmen, he 
said: ““Management must modern- 
ize its methods of training so that 
this sales army will be equipped 
to meet the challenge of greater 
sales volume.” 

Another advocate of increased 
sales was Dr. Paul H. Nystrom, 
professor of marketing, Columbia 


University, 
should do more than return to 
the efficiency of 1939-40, but must 
increase by another 50%. 

He suggested that the “effective- 
ness of selling back in 1939 and 
1940 may not have been as high 
as it should have been” and cited 
the automobile industry as an ex- 
ample. 


Urges Personal Selling 


Admitting that he had been in- 
fluenced by automobile advertis- 
ing but never had any help from 
salesmen, Dr. Nystrom told of a 
recent meeting\of the Sales Execu- 
tives Club of New York when 300 
members of the audience were 
asked if they had ever been so- 
licited to buy an automobile. At 
least half of them answered in the 
negative. For this and other rea- 
sons, he said, “I have been forced 
to the conclusion that with same 
notable exceptions, real creative 
personal selling seems to have been 
declining for years.” 

The realistic approach to the 
postwar period is that it will be 
the greatest selling job in history, 
said Everett R. Smith, director of 
research, Macfadden Publications. 
He called the picture of a public 
so starved for products*that it 
would buy anything “wishful 
thinking.” He spoke of the De- 
partment of Commerce estimate 
of $135 billion accumulated sav- 
ings as constituting a huge post- 
war market. 


Five Major Tasks Cited 


Sales management has five ma- 
jor tasks confronting it, to get its 
sales organizations ready for this 
coming competitive era, said Don 
G. Mitchell, vice-president in 
charge of sales, Sylvania Electric 
Products. 

He said management must: 
“Select the right salesmen; prop- 
erly train them; intelligently di- 
rect them; adequately compensate 
them, and fully back them up.” 

He cautioned against training 
present personnel and new men 
together, because the present force 
believes it knows all the answers. 


PICTURE 
Is WORTH 


Tell your story on film! 


It makes a permanent impression . . 


. for movies 


are an intimate, vivid, real life experience. 


Successful marketing men are utilizing the power 
of informative movies—as are the Armed Forces, 
who have found them invaluable for speedy, sure 


dissemination of facts. 


We are proficient in the making of 


special films that tell your story. 


FILMCRAFT 


Let 


. us know your problem—with no obli- 
gation on your part. 


207 W. JACKSON BLVD, + CHICAGO 6G, ILL. 


Division of SOUNDIES DISTRIBUTING CORP. 


OF AMERICA,-.INC. 


Eastern Office: 2832 Decatur Ave., Bronx, N. Y.—FOrdham 7-9300 
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Scheibel Joins Waltham 


as Advertising Manager 
William Scheibel, for the past 


several years advertising and sales 
of 


promotion manager Benrus 
Watch Com- 

pany, New es 

7s,ore aes 
joined Waltham 
Watch Com- 
pany, Waltham, 
Mass., as ad- 
vertising man- 
ager. 

Mr. Scheibel 
wae f6r7 Zi 
years asso- 
ciated with 
Bulova Watch 
Company, New 
York, and was its first adver- 
tising manager. He was respon- 
sible for Bulova’s radio time sig- 
nal advertising and tie-ins with 
air lines, motion picture producers 
and the Treasury Department. 


William Scheibel 


Change Glicksman Name 

The Glicksman Advertising 
Company, New York, has changed 
its name to Madison Advertising 
Company. H. Sumner Sternberg, 


formerly account executive and 
director of merchandising of L. H. 
Hartman, Inc., New York, has 
been appointed vice-president, 
merchandising director and new 
business director of the agency. 


D’Arcy Names Directors 


D’Arcy Advertising Company 
has named four vice-presidents to 
its board of directors. They are: 
Alfred N. Steele and John Y. 
Brown, both of the New York of- 
fice; J. E. Sullivan, St. Louis 
office, and Stanley P. Seward, 
Cleveland office. John Toigo of 
the New York office was elected 
a vice-president,” ~ 


Perfume Ads to Run 


in 26 Magazines 

Consolidated Royal Chemical 
Corporation, Chicago, will launch 
a campaign in August for its Radio 
Girl perfume, with 77-line adver- 
tisements in 26 women’s and 
screen fan magazines. 

The account for the 10 and 25- 
cent packages of perfume is 
handled by Melamed-Hobbs, Inc., 
Minneapolis. The campaign will 
run through the year. 


Advertising “Age, June 25, 1945 
Sundre Named President 


George E. Sundre, former vice- 
president in charge of sales of 
F. A. Smith Mfg. Company, 
Rochester, N. Y., and previously 
sales manager of Dominion Elec- 
trical Mfg. Company, Mansfield, 
O., has been named president of 
Benham, Wright & Sundre, Inc., 
Rochester, producer of Adirondack 
birch, maple and beech hard- 
woods. 


Mygatt to Geyer, Cornell 


Philip F. Mygatt, formerly di- 
rector of radio in the Toronto of- 
fice of J. Walter Thompson Com- 
pany Ltd., and associated with 
that agency for 11 years, has been 
appointed script editor of the radio 
department of Geyer, Cornell & 
Newell, New York. 


Donahue & Coe Appoints 


Joe Goodwin, with Donahue & 
Coe, New York, for 10 years, has 
been appointed production man- 
ager. William Miller, formerly 
with Thompson-Koch Company, 
New York, has been named asso- 
ciate production manager. 
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Leadership, Lower 
Costs Are Radio's 
Needs, Fly Thinks 


New York, June 19.—‘“Radio 
broadcasting ought to unshackle 
itself from the restrictive and in- 
adequate philosophy” that quality 
depends “on extremely high costs 
and the present popular accept- 
ance of a few big names,” James 
L. Fly, former chairman of the 
FCC and New York attorney, 
told the radio division of the 
American Marketing Association 
here yesterday. 

Stressing the grave need for a 
“broad policy of affirmative move- 
ment” among broadcasters, Mr. 
Fly expressed his belief that “high 
quality programming . . . will be 
more than adequately supported 
by the public.” “. .. so long as 
we suffer under the illusion that 
the high costs and quality pro- 
gramming are locked hand in 
hand, not merely is there a serious 
limitation in the number of at- 
tractive programs, but many of 
the potentially responsible adver- 


tisers will be unable to carry 
on extensive broadcasting opera- 
tions.” 


Too Many Excluded 


“A counterpart of the big name, 
big money policy,” Mr. Fly con- 
tinued, “is the tendency to exclude 
moderate sized advertisers from 
the air. It is an unhealthy condi- 
tion when a half-dozen rich con- 
cerns are permitted to take over 
large portions of the best time and 
perhaps to exercise an overlord- 
ship over additional time. This 
policy is bound to come to grief 
eventually.” 

On the subject of mid-commer- 
cials in news broadcasts, Mr. Fly 
suggested that “more important 
than the point of insertion of com- 
mercials is the character of the 
commercial itself. . . . the simple 
fact is that the point of time is of 
less importance than the poise, 
dignity and logic with which we 
state our case.” 


Sees Television as Certainty 


Although optimistic as to the 
future of broadcasting, the former 
FCC chairman said radio’s great 
need today is for “intelligent lead- 


ership.” He spoke of the lack of 
organization in the National Asso- 
ciation of Broadcasters, and the 
conflict between broadcasters and 
the government over television 
and frequency modulation. 

“With the advent of FM and 
television, broadcasting will wield 
still greater power,” Mr. Fly said. 
“No doubt both are here to 
stay and ultimately to achieve real 
success. 

“FM is not merely more AM. It 
has certain inherent qualities that 
will be exploited. Under present 
and presumably future government 
policy, programming must be pro- 
vided which will not merely do 
justice to FM, but which will give 
the public something of the qual- 
ity inherent in the system.” 

“Television is going to be a 
great success,’ Mr. Fly said, “the 
essential scientific bases having 
been laid and its development 
ready to move in stride with the 
close of the war...” 


Parke, Davis Elects 


Ernest Brier, foreign sales man- 
ager and assistant secretary of 
Parke, Davis & Co., Detroit, has 
been elected secretary and vice- 


president in charge of foreign | 


sales and promotion. H. J. Loynd, 
formerly assistant to the presi- 
dent, has been elected vice-presi- 
dent in charge of United States 
and Canadian sales and promotion. 


Davis Named V.P. 


Cc. O. Davis, assistant business | 


manager of Good Housekeeping, 
has been named a vice-president. 
Maisie Wylie, who will handle 
fashion merchandising, and Lt. 
Matthew J. Culligan, who will 
work on general accounts, have 
recently joined the magazine’s 
eastern sales staff. 


Barrett Names Lickdyke 


John J. Lickdyke, former 
drapery and upholstery buyer for 
the Palais Royal in Washington, 
D. C., has been named sales pro- 
motion manager of Barrett Tex- 
tile Corporation, New York, effec- 
tive July 1. 


Neal D. Ivey Moves 

Neal D. Ivey Company has 
moved its offices to the Lincoln- 
Liberty building, Broad and Chest- 
nut Sts., Philadelphia. 


PILE 


IT UP 


WITH 


WAR 


BONDS 


NEW YORK - 


now... up and over that last hump to Tokyo! 


THE CHAMPION PAPER AND FIBRE CO.,. Hamilton, Ohio 


Surpassing the combined production of our allies and enemies is a real testimonial 
to the fighting qualities of our people. And to the American system of free gov- 
ernment and free enterprise. In further support of our brave fighters and free in- 
stitutions, we now must put fourteen billion dollars more into War Bonds... with 
half of it coming from individuals. The road to complete victory still stretches far 
ahead of us. Every organization and every individual must buy bonds to the limit, 
now and following this Seventh Loan; also lend the tremendous power of adver- 


tising to a continuous selling effort that will carry through to victory. All together 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


CHICAGO - 


PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


He was the Gay Nineties 
version of How To Influence 
People. 


But when it comes to influ- 
encing the purchase of goods, 
the “drummer” was a piker 


in comparison to the modern 
| nurse. That’s because his aim 
was self-interest. The nurse’s 


| only interest is the welfare 
| of her patient. 

| 

| 


‘That explains why the 
| nurse’s advice is never dis- 
regarded. When she suggests 
a product, you can be sure 
that’s the product the buyer 
_ will demand. 


And when you realize there 
are thousands of nurses — 
each one seeing a number of 
patients daily — you under- 
stand why their recommen- 
| dations can be a vital factor 
in an advertising campaign! 


To acquaint nurses with their 
brand and so profit by sub- 
sequent recommendations, 
many advertisers take space 
in R.N. Each month, over 
100,000 nurses read R.N. 
| from cover to cover—giving 


R.N. the largest circulation 


in the nursing freld. 


BA JOURNAL FOR NURSES 


| RUTHERFORD, NEW JERSEY 


The Drummer 
was a piker!. 


Remember the ‘““drummer’’? 
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38 
Switches to Fogarty 


Robert Potter, independent ac- 
count executive with Western Ad- 
vertising Agency, Chicago, has 
transferred his accounts to C. C. 
Fogarty Company, Chicago, Among 
the accounts transferred are the 
Meyercord Company, Colorgraphic, 
Inc., and Speare Company, Chi- 
cago; American Institute of Laun- 


dering, Joliet, Ill, and Sherrill 
Instrument Company, Peru, Ind. 


M ayor Helps Sell 
Postwar Plans on 
Radio Quiz Show 


Indianapolis, June 20.—With the 
mayor himself, Gen. Robert H. 
Tyndall, handling the microphone 
like a veteran air salesman, In- 
dianapolis has launched a radio 
quiz program to “sell” the citi- 
zenry on its postwar plans. 


Mondays at 6:30 p. m. over Sta- 
tion WIRE. Time for the program 
was presented by Wm. H. Block 


The new show is being aired 


used as the theme. 

Typical questions on the pro- 
gram include: “Will Indianapolis 
war veterans all be able to find 
jobs when they return?”; “What’s 
going to be done about the auto- 
mobile parking problem?”; “What 
about new streets?”; “What’s go- 
ing to be done about the smoke 
nuisance?”, etc. Top ranking civic 
leaders who are members of the 
postwar planning committee are 
consulted by the mayor to provide 
the answers to these and other 
likely postwar issues. 

Gwin Advertising Agency, In- 
dianapolis, is the agency handling 
the program. 


Knomark Spends 
$40,000 Promoting 
Lanolin Polish 


New York, June 19.—Knomark 
Mfg. Company will spend $40,000 
in the next 13 weeks for radio, 
newspaper and business paper ad- 
vertising to promote Esquire boot 
polish in the metropolitan area. 

Insertions will run in the New 
York Daily News, Sun, the maga- 
zine section of the New York 
Times and the New York edition 
of This Week Magazine. The com- 


store, to the Chamber of Com- 
merce and the city’s postwar plan- 
ning committee. 

“Quiz Your Mayor” is the title 
of the program, with the audience 
providing the questions General 
Tyndall must answer. Repre- 
sentatives from civic clubs such as 
Kiwanis, Rotary and Parent- 
Teachers’ Association, are invited 
to each broadcast. Hoagy Car- 
michel’s new song, which sets to 
music William MHerschel’s poem, 
“Ain’t God Good to Indiana,” is 


Company, Indianapolis department 


To Booker-Cooper 


Craftsmen’s Guild, manufacturer 
of photographic equipment, has 
appointed Booker-Cooper, Inc., 
Los Angeles. Direct mail and trade 
publications are scheduled. 


Name Chernow 
Chernow Company, New York, 


has acquired the accounts of M. 
Goodman & Son, Sambros of Hol- 


lywood, and Avon Shoe Company. 


UNIQUE IN 


GIVES ADVERTISERS 
COMPLETE ANALYSIS 
OF INDUSTRIAL 
COVERAGE PROVIDED 
BY THIS BOOK 


Through the medium of its 
Census of Circulation, MILL & 
FACTORY has figuratively 
taken the roof off its Circula- 
tion Department to give Ad and 
Sales Managers an accurate pic- 
ture of the industrial coverage 
provided by this magazine! 


The first such precise indus- 
trial coverage breakdown ever 
made available to space-buyers, 
this unique Census of Circula- 
tion gives them three basic 
types of information about 
every important U. S. trading 
area: 


1) total. number of worthwhile 
plants 

2) their authoritative financial 
ratings 


3) names and positions of men 
in these plants who get and 
read MILL & FACTORY regu- 
larly. 


Based on 
Highly Privileged Data 


The valuable, inside informa- 
tion presented in this unique 


IRCULATION CENSUS 


Pais th Mlle Os 


PUBLISHING HISTORY 


seopenceenase 


- 


HARTFORD TRADING AREA—one of the busiest and best markets in the 132 
trading areas constituting industrial United States is the Hartford area. 
It has 135 plants rated AAA to C ... in every one of which M&F is going 


to one or more readers! 


Census of Circulation is based 
on highly privileged data col- 
lected for MILL & FACTORY 
by more than 1200 salesmen of 
132 strategically-located Indus- 
trial Distributors who act as 
M&F circulation agents. This 
unique study is being made 
available to Advertising and 
Sales Managers through MILL 


& FACTORY ’s representatives. 
Ask to see it. 


Plant Rating & Coverage Table 
Hartford Trading Area 


No. of No. of 
Chain, Gunbiee aa pe 
Warehouses in These 
Rating omitted) No. Percent Plants 
AAA 65 65 100% 202 
AA 18 18 100% 26 
A 8 8 100% 15 
B 27 27 100°% 32 
c 17 17 100°% 19 
Others ? 82 108 


Write or call Conover-Mast Cor- 
poration — 205 E. 42nd St., New York 
17; 333 No. Michigan Ave., Chicago 1; 
Leader Bidg., Cleveland 14; Duncan 
A. Scott & Co., West Coast Represen- 
tatives, Mills Bidg., San Francisco 4; 
and Pershing Square Bidg., Los An- 
geles 13. 


pany also sponsors “Polishing Off 
the News” over WEAF, New York. 

Copy stresses the lanolin content 
of the shoe polish, and the ads 
are captioned ‘“Lanolize Your 
Shoes.” The advertisements claim 
a longer lasting shine for the pol- 
ish. Markets will be added grad- 
ually until national distribution is 
achieved. 

Emil Mogul Company, 
York, is the agency. 


New 


CBS Issues War Record 
Based on Broadcasts 


CBS has published a 320-page 
illustrated book entitled “From 
D-Day Through Victory in 
Europe,” covering the war in 
Europe as broadcast by the net- 
work, Included are 160 special 
broadcasts made by CBS corre- 
spondents in western Europe and 
from CBS world news headquar- 
ters. 

The first printing of 75,000 
copies will be distributed to CBS 
affiliates, libraries, schools and 
civic organizations. 
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G&éW Trade Ads 
May Be Extended 


to Consumer List 


Deiroit, June 20.—Extension of 
the same theme to consumer media 
is being considered for a Gooder- 
ham & Worts Ltd. trade advertis- 
ing campaign demonstrating that 
North America’s distilling industry 
has a record of continuous opera- 
tion comparing favorably with 
other pioneer industries. 

The series, promoting G&W’s 
William Penn blended whisky, has 
palreads--been —given_an— excellent J 
reception by liquor retailers, It is 
running in more than a dozen na- 
tional and sectional liquor trade 
publications. 

Copy ties in incidents of his- 
torical note which occurred in 
1832 with the start of G&W, 
founded in the same year. The 
culicit advertisement points out 
that 113 years ago, when a $12 
assessment was sufficient to 
finance Chicago’s first public build- 
ing, Gooderham & Worts was al- 
ready in operation. Others sched- 
uled include the surrender of 
Florida and the subsequent U. S. 
treaty with the Seminole Indians, 
the invention by Samuel B. Morse 
of his code and telegraph instru- 
ment, and the first Democratic 
party convention in Baltimore, 
which nominated Andrew Jackson, 

Maxon, Inc,, is the agency. 


Place Clothing Account 


Globe Underwear Company, 
Shoemakersville, Pa., manufac- 
turer of Vality underwear, has ap- 


pointed Schacter, Fain & Lent, 
New York, as its agency. 


HE'S BEEN WITH Us 


23 YEARS, 


BY GUM! 


George Black, Fargo department store owner, was the 
first advertiser on WDAY, the Northwest’s first station. 
He’s been on our air for twenty-three years, steadily. 


His store sells farmers, small-town and urban people 


from all over the rich Red River Valley. 


He knows 


what advertising medium produces the most results 


around here. 


Hence the twenty-three years on WDAY. 


Want a lot of other examples to prove the point? 


W DAY, inc 


~ wut. oa 


N. B.C. 
FARGO, N. D. 


970 KILOCYCLES ... 5000 WATTS 
FREE & PETERS, INC., NATIONAL REPRESENTATIVE 5 
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Here’s how to OUTSMART 
instead of OUTSPEND competition 


CLIENT: My — that’s startling! 
ACCOUNT EXEC: I’m glad you like it. It’s the spring from a broken 
alarm clock. 


CLIENT: I mean the statement — “‘A NATIONAL SHOW FOR MY 
PRODUCT FOR $37,200 A YEAR COMPLETE.” 


ACCOUNT EXEC: To tell you the truth, it kind of startled me too 
when I first read it. 
CLIENT: Let’s talk facts and figures. I find it exhilarating. 


ACCOUNT EXEC: Redhook’s NATIONAL SHOW reaches a cohesive 
and important audience of 1,500,000 families who enjoy good 
reading. That’s a lot of basic audience for your money. 


CLIENT: S-a-y, that’s a self-selected audience too. It spends to be 
entertained! 


ACCOUNT EXEC: Yes—and Redbook’s 25c selling price 
contributes nearly $4,000,000 yearly toward paying 


—-—$—— rs 


for this show . . . and that’s a lot of READER INTEREST! 
CLIENT: Reader Interest — what’s that? 
ACCOUNT EXEC: That’s the result of both Redbook’s high editorial 


content which creates cover-to-cover eflectiveness and Redbook’s 
Reader Research. 


CLIENT: Reader Research? 
ACCOUNT EXEC: It’s Redbook’s thumb on the pulse of its public. 
CLIENT: Aptly put — and what about coverage? 


ACCOUNT EXEC: You get complete coverage of your audience... 
twelve insertions for only $37,200 a year. 


CLIENT: Good! Let’s... 
ACCOUNT EXEC: Ah... ah, although Redbook space is sold out at 


the moment, smart advertisers are making plans for the future. 
So why not include REDBOOK in our future plans? 


To Nearly 1/5 of America — 


A Program of proven Sales Power. 


Redbook, Cosmopolitan, and American, THE 6 
MILLION GROUP, reach nearly six million families 
with less than 15% duplication — approximately 
one out of every 5 in the United States. And a full 
page in every issue of all 3 magazines costs only 
$160,000 a year. 
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HIP OF MAN AND WOMAN 


SHE salvages paper for plasma containers 


HE saves every scrap of waste basket 
paper; bundles up each week's ac- 
cumulation of newspapers and maga- 
zines; rummages through the attic and 
cellar for long forgotten periodicals and 
miscellaneous boxes and packagings left 
behind by many a holiday season. 

She’s glad to do her part for she knows 
that paper is our No. 1 Critical War Mate- 
rial. She knows that every hundred 
pounds of waste paper can make two hun- 
dred blood plasma containers—or six 
hundred fifty Ration K containers—or 
more than a thousand cartdns for yellow 


fever vaccine. Again, in her role as family 
purchasing agent, she helps in a practical 
way to conserve paper by accepting arti- 
cles unwrapped wherever possible. 


McCall’s Helps Condition 
3,500,000 Families 


Paper salvage is only one of the subjects 
McCall’s Magazine is covering in the con- 
ditioning of its readers for their respon- 
sibilities in the war effort. In war as in 
. . . . . 
peace, McCall’s provides inspiration and 
guidance for the women in more than 
three and one half million homes. 


(Magazines use only 4% of all paper, 
and salvage drives recover much of that 
for re-use. With other publishers, McCall 
Corporation has introduced economies 
that save thousands of tons of paper. Be- 
cause the supply of McCall’s is limited, 
readers help, too, by sharing their copies 
with neighbors and friends. 
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THREE MAGAZINES IN 


ONE 
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The Creative ans Corner 


Of all of the institutional advertising 
campaigns now appearing in print, there 
is none, we think, that is more outstand- 
ing in a crowded field than the Shell Oil 
Company series on Shell research. 

In the advertisement reproduced here, 


from Life, June 11, the immensely in- 
teresting, beautifully made _ illustration 
gives the headline an additional objec- 
tivity that is as rarely attained as it is 
capitalized. 

And capitalized it is. 

“Not even a Mouse”... 

“He’s being used to prove the non- 
toxicity of penicillin. . . Yes, he’ll live— 
penicillin cures without danger . . . harms 
‘not even a mouse’.” 

“In its great mission of healing, peni- 
cillin lifts more and more ‘incurable 
cases’-—among the wounded and among 
the sick—back to hope... to health. By 
its success, demand has been multiplied 
again and again!” 

“One obstacle in meeting this demand 
was the loss of penicillin in attempting to 
extract it from the ‘broth’ in which the 
mold grows. In production, the drug is 
delicate and unstable—it must be quickly 
extracted to keep it active. In some 
processes as much as half was being 
lost.” 


You Ought to Know . 


His father admired Oliver Wendell 
Holmes Sr., and by the time William 
Wendell Wachtel was eight years old 
parental influence had seen to it that he 
knew “The Chambered Nautilus” by 
heart. 

Shakespeare, ho w- 
ever, Bill Wachtel ac- 
quired entirely under 
his own power. His 
formal education ended 
after grammar school, 
but an older sister, 
Olga, owned a set of 
the Bard which she 
kept under lock and 
key. This was a chal- 
lenge to the lad’s en- 
terprise and ingenuity. 
He picked the lock, and started on the 
mnets, first “The Rape of Lucrece.” 

By the time Bill began to work for a 
ving at 13, as a delivery boy for a deli- 
itessen (he was born in Milwaukee but 
is family then resided in Terre Haute, 
id.) the present president of Calvert 
distillers Corporation was pretty chummy 

ith Cassius, Hamlet, Falstaff, Portia, 
catherine the Shrew and all the Shake- 

earean rest. 

He learned shorthand, became secre- 
iry to Mayor Lyons of Terre Haute, 
erved at term as court reporter, and at 
7 was named an assistant sales manager 

Johns-Manville’s electrical division 
nd was sent to New Orleans to sell 
ingsten lamps. Bill set out to “tungsten- 
e” the old city with such success that 
e was asked by a company executive 
t New York—who didn’t know this 


W. W. Wachtel 


“As Shell Research might be considered 
a sort of ‘missing molecules department’ 
—where ‘lost’ elements in petroleum are 
recovered and put to work—this urgent 
penicillin problem was brought to Shell.” 

“It was a different field of research... 
but Shell scientists heard the appeal and 
swung their sights away from petroleum 
to penicillin.” 

“History repeats itself...” 

“Shell developed a new process through 
which production of penicillin could be 
substantially increased.” 

“And with this process, penicillin has 
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been recovered which had a potency 3 
to 4 times the minimum standard re- 
quired.” 

To compare this advertisement with the 
Anheuser Busch page in the same issue 
of Life is worth any serious copywriter’s 
time. Here, in even a part of the story 
of yeast research, are all the elements 
of another fine, important advertisement. 
But illustrations which have only the 
merest academic connection with the 
headline and a mass of broadly general- 
ized text, fail—as they always must, to 
bring it off. 

Institutional advertising like product 
advertising is at its best when it is simple 
and specific. 


; 
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prodigy was only 17—to tell how he did 
it before a J-M sales convention in St. 
Louis. He had a bit of trouble proving 
his identity, and admits to having been 
scared, but he went through with the 
speech in good order. 

Bill Wachtel has made thousands of 
speeches in the intervening 36 years, and 
hasn’t been scared since. In fact, he 
hardly seemed natural talking only to a 
reporter in his 15th floor corner office in 
New York’s Chrysler building. The elo- 
quence, the earnestness and the gestures 
all deserved a larger audience. 

From lamps he moved to real estate 
in Kansas City. At 19 he started as sec- 
retary to J. L. Loose, founder and presi- 
dent of Loose-Wiles Biscuit Company, 
maker of Sunshine biscuits. With that 
company he was successively accountant, 
statistician, purchasing agent, New York 
sales manager, advertising manager, and 
finally vice-president in charge of adver- 
tising and sales, with 2,000 salesmen 
under his direction. 

Bill Wachtel is partial to sales man- 
agers whose previous experience has been 
more on the advertising than on the 
selling side. He believes they have more 
imagination. His own advertising in- 
spiration came largely from George W. 
Hopkins, who had been sales manager 
for Loose-Wiles, American Chicle Com- 
pany, and Columbia Phonograph Com- 
pany, among others. He patterned him- 
self after Hopkins, reported for his own 
development many of Hopkins’ speeches, 
and thus, as he says, “learned how to 
combine emotion with facts” in selling. 

Throughout this period the Loose-Wiles 


é 
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people needed all the salesmanship they 
could get. Competition with the larger 
and stronger National Biscuit Company 
was tough. Loose-Wiles had to be flex- 
ible and aggressive to meet it. 

Bill Wachtel regards himself as a 
“crusader.” He has to have an axe to 
grind. In 1936, after several months of 
thinking over the offer, he went to Cal- 
vert. After 15 months as vice-president, 
he became president. By 1939, Calvert 
could boast of having “the largest selling 
whisky in the world.” 

The “axe” at Calvert was the public’s 
relative apathy at the time toward neu- 
tral-spirit-blend whiskies. Wachtel looked 
into them with his usual thoroughness 
and emerged with the belief that not only 
are such whiskies more palatable but 
are lower in the chemical “congeners” 
which cause hangovers. He reported his 
findings and beliefs in a talk before the 
Advertising Club of Baltimore, which 
Calvert reprinted in a booklet titled, “Can 
You Drink and Still Be a Gentleman?”, 
and has emphasized them in other ways. 

Calvert lost its sales leadership during 
the war, Wachtel says, because of its re- 
fusal to change its method of blending 
to increase the number of sales from 
available supply. Wachtel started a 
series of trade advertisements, which also 
will run soon in newspapers throughout 
the country, on the theme, “War Is No 
Alibi for Inferior Merchandise.” 

Meanwhile, Calvert was conducting a 
campaign to improve the.social standing 
of the liquor industry. In addition to a 
“Moderation” series, Calvert urged whole- 
salers, bars and package stores to “Be 
Proud of Your Industry.” 

One reason which the nation as a 


whole has for being proud of the wine 
and liquor industry is its success in the 
last three years, with Bill Wachtel a: 
chairman, in selling more than two bil- 
lion dollars worth of war bonds. He ha:' 
traveled 150,000 miles in this work, anc, 
addressed hundreds of audiences, some 
of them as large as 5,000 people. 

The Wachtel influence has been fel 
in the Calvert organization in many ways 
One forthcoming ad in the “War Is Ne 
Alibi .. .” series, for example, he wrote 
himself on a recent swing around the 
country. The educational department | 
which he started, is typically Wachtel\, 
Calvert salesmen are thoroughly trained 
They in turn educate not only retailer; 
and wholesalers and their salesmen abou 
Calvert products and policies but addres; 
fraternal, medical, labor union and othe: 
groups and group leaders. Half of Cal. 
vert’s salesmen have been turned int 
public speakers. Having learned to “sell’ 
groups, they are all the more articulate 
and persuasive, Wachtel believes, in sell- 
ing individuals. 

Whatever this man tackles becomes : 
crusade. He used to be fairly expert a 
handball, but gave it up five years agi 
for golf. He learned all the golf system: 
and — although his own game is bowe¢ 
down under conflicting systems—he wrot 
a book on “How to Play Golf,’ of whicl 
1,000,000 copies were distributed to thr 
golf clubs of the country. 

Bill Wachtel would like to be about li 
years old on V-J Day. He believes tha 
the next year or two will be the bes 
time ever in which to start a career, “bot 
for making money and for contributing 
to the world’s welfare.” There are a lo 
of big jobs, especially selling jobs, to do 
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By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


The National Research Bureau reports 
the results of two recent tests of mailing 
procedures to business executives which 
are extremely interesting. 

On one test to 7,000 executives, they 
used a standard mailing of a letter, an 
order card and a business reply envelope. 
Half of the list received these three 
pieces fastened together with an open- 
end staple. The other half of the list re- 
ceived the same pieces inserted loose in 
the envelope. 

The thought of those arguing for the 
stapling was that thus all the pieces 
would reach the recipient’s desk at the 
same time and in the proper order of 
importance. Others in the sender’s of- 
fice argued that it would be difficult to 
separate the pieces for reading and reply. 

The mailings not stapled together 
pulled two and one-half times as many 
orders as those that were stapled to- 
gether. 

In another test of 5,000 identical letters 
to business executives soliciting orders 
for a Washington news letter, 2,500 of 
the letters were addressed to the firm 
name only and the other 2,500 were ad- 
dressed by name on the envelopes to the 
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presidents of organizations. 

Four times as many orders were re- 
ceived from those letters addressed just 
to the firms as from those addressed to 
the presidents by name. Why? Your 
guess is as good as ours—maybe when 
the piece is addressed to the firm some 
smart mailing clerk routes it to the 
proper man whereas, when it goes to the 
president, it is stopped by his secretary. 

It is very helpful (as well as interest- 
ing) to any direct mail user to know of 
tests like these. But be careful not to 
conclude that you can accept their results 
unquestioningly as a pattern for your 
own mailings. Their experience may not 
apply at all to your product or procedure. 

Experienced direct mail users soon 
learn that tests by others are only sug- 
gestive guides to them. Such tests sug- 
gest tests one should make and indicate 
possible results he may get—but you 
must do your own testing for yourself, 

The best suggestion The Pay-Off can 
give about tests to any one seriously in- 
terested in direct mail is to secure all 
the information you can get about meth- 
ods of testing and actual tests used by 
others—and then, in the light of all this 
information, do your own testing. Take 
nothing for granted. Try everything for 
yourself. And even then, don’t rely on 
the results of any one test. Keep testing 
and re-testing continuously. 
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T. K. Quinn, president of Moni- 
tor Equipment Corporation, says 
that 148 research and develop- 
ment engineers are working on the 
24 home appliances which Monitor, 
owned by appliance wholesalers, 
is buying from as many different 
manufacturers. Mr. Quinn esti- 
mates that production of these 
products for Monitor will keep 
32,000 workers busy. In most 
cases, Monitor will not take a 
manufacturer’s entire output. Some 
of the suppliers are fairly large 


“and well known concerns, but 


Monitor prefers not to publicize 
their names. 

Incidentally, 15 of the 60 whole- 
salers in the Monitor organization 
formerly were distributors for 
General Electric Company. 

* * * 


Seaboard Surety Company, New 
York, is now investigating the 
possibilities of a new kind of pol- 
icy which would insure publishers 
against suits for invasion of civil 
rights, copyright abuse, libel and 
plagiarism. Through a question- 
naire, they’re trying to determine 
the interest in such a policy, 
amount of premium that would be 
reasonable, etc. 

~ ” . 

J. C. Eno, Inc., Bloomfield, N. J., 
is readying a summertime cam- 
paign to convince the American 
public of Eno’s value in helping 
keep cool. The back cover of the 
Aug. 16 Saturday Home Magazine 
will carry a color ad headlined 
“Heat gets some people, while 
others keep cool as cucumbers” 
and featuring Eno’s recipe for 
“coolth.” 

+ om + 

Engineering & Research Corpo- 
ration, Riverdale, Md., has more 
than 8,000 orders—perhaps a rec- 
ord number among the makers of 
small planes—for its “spin-proof” 
Ercoupe plane. Down payments 


-range from $100 to the full price of 


$2,800. Ercoupe is expected to 
resume civilian plane production 
in the fall. “ee 


With release of more metal for 
consumer goods, Aluminum Com- 
pany of America has started to 
plan considerable expansion of its 
general advertising program in 
1946. Less emphasis will be given 
to institutional and more to the 
uses of aluminum in specific prod- 
ucts. More magazines may be 
scheduled, but lists and other fac- 
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tors have not been determined. 
Until V-J Day, Alcoa is expected 
to continue to devote a substan- 
tial part of its advertising to gov- 
ernment war themes. 

* * * 


Members of the book publishing 
industry are not agreed as to 
whether recent stock acquisitions 
and development of affiliates will 


see the postwar emergence of a 
“Big Five,” the sales of which 
might represent half or more of all 
the “trade books” of the industry. 
“Trade books” include about 
everything except educational and 
technical books, and are sold 
through wholesalers, book and 
department stores, etc. 
Doubleday, Doran, which re- 
cently replaced Macmillan Com- 
pany with the biggest list, prob- 
ably ranks first in sales volume, 
with the help of such affiliates as 
the Literary Guild, the Book 
League of America, and Blue Rib- 


bon reprints. 

Macmillan, publisher of ‘“For- 
ever Amber” and “Gone with the 
Wind,” may be second. Marshall 
Field recently acquired control of 
Simon & Schuster, which with its 
affiliate, PocketBooks, may rank 
third. Meanwhile, several organ- 
izations, including Book-of-the- 
Month Club, Little, Brown, Ran- 
dom House and Harper, recently 
bought Grosset & Dunlap, and 
this group may now be fourth. 
A “comer” is World Publishing 
Company, Cincinnati. This com- 
pany, formerly in the book pre- 
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mium business, lately has gone in 
heavily for reprints. 

Only 21 of the 80 members of 
the Book Publishers’ Bureau 
have annual sales of more than 
$1,000,000 each. 


Promotes Instant Coffee 


With release of instant coffee for 
civilians, Baker Importing Com- 
pany is launching a newspaper 
campaign for Barrington Hall cof- 
fee in 60 markets from coast to 
coast, through Maxwell Dane, Inc., 
New York. 


THE OUTSIDE AUDIENCE IS MIGHTY INTERESTED 


on the Pacific Coast, too! 


The OUTSIDE market represents ap- 


however, has 39stations located strategically with- 


in each of these mountain-surrounded markets. 


proximately half the retail sales and 


radio families on the Pacific Coast. 


The folks on the “‘outside’’ in Washington, Oregon 
and California have just as much interest in your 
sales message—spend just as much money—as the 
‘‘insiders’’— but you can’t reach ‘em by radio un- 
less you use the Don Lee Network. Only Don Lee 
can give you complete coverage of both the ‘‘out- 
side’’and “‘inside’’ markets of the prosperous (retail 
sales over 8 billion) Pacific Coast. 

What’s the reason for this? Most markets on the 
Pacific Coast are surrounded by mountains 5,000 to 
15,000 feet high—and the long-range broadcasting 


of other networks does not reach them. Don Lee, 


The Nation’ Greatest Regional Network 


Now as to how these people listen: A special 


Hooper coincidental telephone survey of 276,019 


calls (largest ever made on Pacific Coast) showed 


60 to 100% of the listeners in the ‘‘outside”’ mar- 
ket tuned to Don Lee stations! 

Here’s something to remember about the “‘in- 
side’’ market: Regular Hooper reports reveal all 
of the shows that switched from any of the other 
3 networks to Don Lee in 1944, received higher 


Hooper ratings within 13 weeks! 


Don’t shut the door on your interested “‘out- 


side audience!’’ Buy Don Lee, the only network 
that completely covers both halves. More than 9 
out of every 10 Pacific Coast radio families live 


within 25 miles of a Don Lee station! 
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Salutes New Airport 


To congratulate the city on the 
opening of Philadelphia’s new 
Northeast airport, the Philadelphia 
Record is distributing a brochure 
telling the history of the city’s 
fight for an adequate airport. 
Principal material is culled from 
editorials appearing in the Record 
expressing need for the project. 


Combines Issues 

Because of a marked increase 
in circulation and the continued 
paper shortage, the Journal of the 


American Dietetic Association, 
Chicago, will combine its July- 
August and September-October is- 
sues, The first of the combined 
issues is scheduled to appear July 
3, the second Sept. 2. 


Kresge Elects Two 


F. R. Wertman has been elected 
senior vice-president in charge of 
merchandising of S. S. Kresge 
Company, Detroit. D. C. Fisher, 
sales manager and a director, was 
elected to the newly-created office 
of vice-president in charge of 
sales promotion. 


Names Gray & Rogers 


American Leather Belting As- 
sociation, New York, has appointed 
Gray & Rogers, Philadelphia, to 
handle advertising. The associa- 
tion plans to spend approximately 
$25,000 in the next year. 


O’Brien to WCOP 


Norbert L. O’Brien, who has 
headed the radio department of 
J. P. McKinney & Son, New York, 
for the past six years, is joining 
the executive staff of WCOP, Bos- 
ton, as commercial manager. 


Joins Duff-Norton 

William H. Crawford, formerly 
with Gulf Oil Corporation, Pitts- 
burgh, has joined Duff-Norton 
Mfg. Company, Pittsburgh, as 
sales promotion manager in charge 
of advertising. 


Oakes & Co. Moves 


Oakes & Co., Chicago marketing 
and merchandising organization, 
on July 1 will occupy two floors 
of a recently purchased building 
at 650 S. Clark St., and will even- 
tually occupy the entire building. 


THOMAS S. LEE, President 


* 
Half of the retail sales on 


the Pacific Coast are made 
OUTSIDE of the counties 
in which Los Angeles, San 
Francisco, San Diego, Oak- 


land, Portland, Seattle and 


Spokane are located. 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
5515 MELROSE AVE., HOLLYWOOD 38, CAL. 


Represented Nationally by John Blair & Company 


| 1942: 


G-E to Quadruple 


Appliance Sales 
After the War 


a postwar sale of appliances four 


said Jean DeJen, manager of re- 
tail development and sales edu- 
cation of G-E’s appliances and 
merchandise department. 

Speaking at a conference of 
salesmen, sponsored by the So- 


agement, New York chapter, Mr. 
DeJen said that the volume will 
be upped either through increas- 
ing the number of salesmen four- 
fold or by greater individual sales, 
Calling the salesman “our in- 
dispensable man,” he said: “We 
must elevate and dignify selling 
as a career. We should make sell- 
ing a more profitable occupation 
and aim for quality rather than 
quantity of sales manpower. We 
must increase sales volume per 
man to the point where we can 
make four orders grow where one 
did before.” 


SPEAKING OF RESEARCH 


es | 
i 


WHAT MAGAZINES 
DO AMERICA’S TOP PEOPLE 
READ AND PREFER? 


A survey was recently made 
of the travel pasts and 
travel futures of a cross- 
section of TIME's more-than- 
a-million subscribers. 
Overall results show this 
top travel market expects to 
travel twice as much after 
the war as before. Below are 
some specific examples.* 


Expect to Hope to 
Visit in Next Visit 
Region 5 Years Some Day 


Canada 18.22 36.1% 
Ctrl. America 20.5 §f of more } 34. 
Europe a thana / 48. 
West Indies 9.2 million \ 27. 
Pacific Area 9.5 j families le: 
35 


ANNN® 


South America 8.9 


And TIME is a much sought- 
after traveling companion. 
For years surveys have 
shown that TIME is the 
favorite magazine of 
group after group 

of travelers: 


1937: 
1939: 


TIME is the favorite magazine*of 
Southern Pacific Club Car passengers. 


TIME is “the magazine read most 
regularly" by women passengers on 
Normandie cruise. 


TIME is the first choice magazine 
of airline travel card holders. 


1941: 


1941: TIME is the first choice magazine 
of Waldorf-Astoria patrons. 
TIME is the first choice magazine 
of Hotel New Yorker patrons. 


TIME is the first choice magazine 
of Eastern Air Lines patrons. 


1942: 
1943: 


TIME is the first choice magazine 
of U. S. Naval Officers. 


New York, June 19.—General | 
Electric Company looks forward to | 


times as great as in prewar years, | 


ciety for the Advancement of Man- . 


AGAIN AND AGAIN YOU GET THE SAME ANSWER TO: 


*The complete survey shows travel 
countries, 17 regions. TIME’s 


Research Director will be glad to 
send a copy of it on request. 


Poa TIME 


EVERYWHERE 


plans subdivided by 29 states and 
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New York Publicists 
Elect Will Yolen 


Will Yolen, director of special 
events for Warner Bros. Pictures, 
Inc., has been elected president 
of the Publicity Club of New York 
for the coming year. He succeeds 
William P. Maloney, publicity di- 
rector of Batten, Barton, Durstine 
& Osborn. 

Other officers elected are Kath- 
rine Wellingbrook, who conducts 
her own publicity organization, 
lst vice-president; George Ander- 
son, Pendleton Dudley & Asso- 
ciates, 2nd _ vice-president, and 
Dorothy Meyers of the Austin 
Wilder agency, recording secre- 
tary. 


Sell it with MOSS 
PHOTOS 


1,000 lots. No order 
small. Postcards, 2c. 
photograph everything. 


too 
We 


er ae 30 x 40 
> lowups, mount- 
on heavy board, 
$3.48 each in lots of 10. : 
Write fcr free samples, price | A 
“ere SERVICE 


moss 
155 W. 46th St., N. Y. C. 19, BRyant 9-8482 


Willys Production 
Set for Postwar, 
Canaday Reports 


Toledo, June 20.—Willys-Over- 
land Motors “contemplates a flow 
from war to peace production with 
minimum standby time and unem- 
ployment,” Ward M. Canaday, 
chairman, announced yesterday in 
a semi-annual report to stockhold- 
ers which put net sales for the 
first six months of the current 
fiscal year ended March 31 at 
$103,757,623. This represents an 
increase of 742% over the corres- 
ponding period of the previous 
year. Net earnings for the same 
period amounted to $1,571,247, 
compared with $1,558,369. 

Mr. Canaday announced “grati- 
fying progress” in plans for intro- 
ducing the Jeep for civilian use. 
The vehicle now is being tested 
by company engineers, by inde- 
pendent farm groups, and by agri- 
cultural universities, he said. He 
pointed to the Jeep as “the first 
vehicle in history successfully to 
combine the basic functions of the 


st 
4 ms 
¥ 
- 
#i 


light truck, tractor, mobile power 
unit, and passenger conveyance,” 
and contended “it does not di- 
rectly compete with or impair the 
normal market for any of these 
special service vehicles.” 

The civilian Jeep will be un- 
veiled for the benefit of news 
writers at Toledo and on the farm 
of Charles E, Sorenson, Willys 
president, July 17-18. 


Now Maclean-Hunter 

Tradepress Publishing Corpora- 
tion, Chicago, publisher of Ameri- 
can Hairdresser, Chemical Indus- 
tries, Inland Printer and Rock 
Products, has changed its name to 
Maclean-Hunter Publishing Cor- 
poration. The company is a 
subsidiary of Maclean - Hunter 
Publishing Company, Toronto, for- 
merly Maclean Publishing Com- 
pany. 


Railways to McKim 

A. McKim Advertising, Mon- 
treal, has been appointed to handle 
advertising of the Associated Brit- 
ish and Irish Railways, New York. 
Daily papers in Ontario and Que- 
bec will carry the advertising. 


We have our own cars. In fact, 


if every U. S. Family owned 


as many Cars as the average 
GRIT Family, there would be 


over a million more cars in 


GRIT PUBLISHING CO., WILLIAMSPORT, PA 


this country! Yes, GRIT 
AMERICA (15,066 U. S. 
towns under 2,500 population) 
is a big market for automobiles 
and accessories. And 
GRIT’S more than 500,000 
weekly circulation includes 
1 out of every 5 of the 
2,000,000 families who live 
in GRIT AMERICA—the heart 


of Small Town America. 
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R. H. Grant, Houbigant’s promotion mgr., is looking forward to 
the return of his son, Richard C., just released from Stalag Luft No. 
1, Barth, Germany, after being shot down nearly two years ago. . 

Sons of two members of the Chicago Tribune ad staff have won 
Trib scholarships: Norman F. Hirsch, son of Harry J. Hirsch, retail 
adv., and John M. Olsen, son of Arthur B. Olsen, general adv., each 
was awarded $500 a year for four years of undergraduate study. . 
Meyer Kestnbaum, pres. of Hart Schaffner & Marx, Chicago, and a 
civilian consultant to the Quartermaster General, has journeyed to 
Europe to study how clothing made for the Army has stood up under 
battle conditions. . 

The 19th annual spring banquet of the Sportsman’s Club was a 
testimonial to Joe Godfrey, of the Chicago office of Collier’s, nat’! 
sec’y of the club, whe was presented with a gift and scroll for his 
successful efforts in directing the organization’s fishing tackle pro- 
gram for overseas servicemen... 

W. G. Abel, head of the London office of MacLaren Advertising 
Co., has returned to Canada for a few months, with his headquar- 
ters at the agency’s Toronto office. He has been on active service, 
holding the rank of colonel, and will return to MacLaren’s London 
office. . . Grant Flynn, of R&R’s New York office, was a guest at 
the Boston wedding of Warren Hull, of the “Vox Pop” show, and 
the former Elouise Shea, in the Parks Johnson suite of the Ritz- 
Carlton. Hull and Johnson are co-interviewers on the show. . 

When the station’s own reliable public address system announced 
“Flowers in the lobby for Mrs. William Farren,” Mildred Hanna, 
secretary to John E. Surrick, sales dir. of WFIL, Philly, and Bill 
Farren, WFIL announcer, admitted they’d been married since last 
Jan. 13. . . Maurice Roddy, Chicago Times aviation editor, is the 
new prexy of the Aviation Writers Ass’n, succeeding George Had- 
daway, publisher of Southern Flight, Dallas. Leslie Spencer, Mc- 
Cann-Erickson, N. Y., was reelected treas. .. 

Abraham S. Hart, recently 
retired v.p. & director of Hart 
Schaffner & Marx, was best 
man for his son, Lt. Max A. 
Hart, AUS, whose marriage 
to Florence Guggenheim 
Straus, daughter of Roger W. 
Straus, pres. of the American 
Smelting & Refining Co., took 
place June 17 at the Straus 
country house at Purchase, 
i, ea 2 Amy Armstrong 
Lang, daughter of G-E Vice- 
President Chester H. Lang, is 
engaged to A/S Lyman Gil- 
lette Potter, USNR, a student 
in the Navy chaplain training 
program at the Hartford 
Theological Seminary. . . 

Duane Jones, head of the 
New York agency of that 
name, is newly-elected direc- 
tor of the Megowen-Educator 
Food Co., Lowell, Mass., 
cracker & biscuit maker. 
American Druggist’s manag- 
ing ed., Barney Zerbe, is the’ 
father of a daughter, Kathleen. . 

Lucy Truman Aldrich, daughter of Winthrop W. Aldrich, bd. 
chairman of the Chase National Bank & pres. of the Nat’l War 
Fund, is engaged ta Cpl. David W. Devens, AUS, of Boston, who 
has been in the Pacific area since 1942. . . Capt. Edmund Francis 
Jewell, USNR, ed. & publisher of the Union-Leader, Manchester, 
N. H., gave his daughter, Jean, in marriage on June 11 to Petty 
Officer James Upshur Edwards Jr., USNR, at a ceremony performed 
at Grace Episcopal Church in Manchester. . . 

Lt. Col. Maximilian Elser Jr., formerly public relations director 
of J. Walter Thompson Co., was recently awarded the Bronze Star 
medal for meritorious achievement in connection with operations 
on Mindanao, by Lt. Gen. Robert L. Eichelberger, on whose staff he 
served. During World War I Col. Elser was an ass’t to General 
Eichelberger, then a lieutenant colonel, in Siberia. Col. Elser re- 
cently left the Philippines for the U.S... 

Col, Frank L. Howley, ex-Philadelphia agency man, has received 
the Legion of Merit medal for his part in restoring civilian functions 
in Cherbourg & Paris. Col. Howley is commander of the first U. 5 
Army civil affairs detachment to serve in a French city. .. Among 
the three Iowa State College alumni presented June 16 with merit 
awards given annually to distinguished alumni was Frank E, Mullen, 
v.p. & gen’l mgr. of NBC. Mr. Mullen was graduated in 1922. 
Horace Albert Carter, exec. v.p. & treas. of the William Carter Co., 
received the honorary degree of Doctor of Commercial Science from 
Boston U. on June 12. He has been a trustee of the university for 
25 years... 

Robert N. King, BBDO director of research, has been elected v.)). 
of the New York Research Council for the 1945-46 term, succeedi: g 
Compton’s Edward Battey Jr., who was elected pres. New sec’ 
treas. is Cornelius DuBois, Life’s director of research, and Paul ‘WV. 
Stewart of Stewart, Brown & Associates, will be committee meml 
at large. . 

Harmonizing on “Home in Indiana” and “Back to My Little Gr: 
Shack in Hawaii,” the Misfits of Chicago, paced by baritone ‘ y 
Perkins, western mgr. of Petroleum Engineer, won the internatior 1! 
championship in barber shop quartet singing last week. They st 
the crown at the seventh annual contest in Detroit sponsored by 
Society for the Preservation and Encouragement of Barber Sh 
Quartet Singing in America, Inc... 

Spyros P. Skouras, pres. of 20th Century-Fox Film Corp., aid 
pres. of the Greek War Relief Ass’n, has just returned from a tw°- 
months’ tour of Greece, Macedonia and Crete. He discussed conc - 
tions he found there on June 20, when he was guest of Maggi M - 
Nellis on her “Column-Miss of the Air’ program on WEAF, Ne 
York. . . Thomas Destelle, Industrial Marketing’s new eastern e«. 
and Helen Scola were married in Chicago on June 9... 


RETURN ENGAGEMENT — Ex-Sot. 
Johnny Langland, left, now associated 
with Charles R. O'Malley, Chicago ad 
representative for professional journals, 
got back into uniform Memorial Day, 
when he received the Bronze Star Medal 
for meritorious action in the St. Lo break- 
through from Maj. Gardner of the 6th 
Service Command. Langland received 
his discharge after three years’ service. 
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as WBBM Hails G.Ls 
: in Paris Ad 
Chicago, June 19.—What is 
ard to probably the first ad placed by a 
ift No. local American radio station in a 
igo... foreign country’s newspaper will 
e won be run in the Paris edition of the 
retail New York Herald Tribune June 
each 20 by Station WBBM, Chicago. 
7 Taking the maximum space al- 
dy. . lowed, one column, 50 lines, 
and a WBBM addresses the ad to Amer- 
yed to ican servicemen. It reads: a 
under “Hey Chicago! 
“We’re keeping the old town 
was a just like you left it ... except 
;, nat’l prathae dug a subway under State 
. © * 9 * . . . . 
for his ae Seba 4) eae ae The nation’s only home furnishings newspaper—is the one indispensable source i 
le pro- ever... the same old pigeons 
stung re ug gee ey ot AO bape # = of news and information for the furniture and department stores that expect to do 
dquar- old wind whips the gals’ skirts . 
° 9 ° . . . . . . . 
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Pan American-Grace Airways, 
New York, is launching a twice- | 
a-month newspaper campaign in| 
Panama, Colombia, Ecuador, Peru, | 


ing blankets the nation’s furniture and department stores twice weekly with infor- 
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Best Foods Ups Randall 


Alan Randall has _ been 


Best Foods, 
He has been 
department for four years, 


Inc., 


America. Mr. Randall 
J. L. Callahan, who 
Young & Rubicam, New York. 


7 al 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17, ".¥ 


‘R. J. Sherwood Heads 


ap- | Hallicrafters Sales 
pointed assistant director of ad-| 


vertising and merchandising of | 
New York. 
in the advertising | 
and 
previously was in charge of mer-| 
chandising for Quality Bakers of | 
succeeds | 
has joined 


. J. Sherwood, until recently 
assistant to the president of Gen- 


eral Dry Battery, Inc., Cleveland, 
has been ap- 
pointed sales 


manager of 
Hallicrafters 
Company, Chi- 
cago, producer 
of short wave 
radio equip- 
ment. 

Hallicrafters 
expects about 
40% of its post- 
war business to 
be in the ama- 
teur radio mar- 
ket, according to a statement by 
William J. Halligan, president, 
with a four-fold expansion in the 
number of amateur radio operators 
predicted in the first few postwar 
years. 


Walsh Elects Director 


Andrew McGuire, account exec- 
utive of Walsh Advertising Com- 
pany, Toronto and Windsor, has 
been appointed a director. 


R. J. Sherwood 


Representatives 


Stage Golf Party 


| Chicago newspaper representa- 


|tives will hold their first annual 


Link Country Club, 
June 28. W. A. Daniels, Scripps- 
Howard, is directing the work of 
the committee, assisted by Bill 
Johns, Ridder-Johns; Charlie 
Buddle, J. P. McKinney & Son; 
Joe Guenther, Branham Company, 
and J. H. Sawyer, Sawyer-Fergu- 
son-Walker. 

Highlight of the day promises to 
be the awarding of the ‘military 
secret” prize, plus 15 additional 
rewards for pushing the ball 
around the course. 


Names Hillman-Shane 


Western Homes, newly-estab- 
lished Los Angeles real estate or- 
ganization, has appointed Hillman- 
Shane-Breyer, Los Angeles, as 
advertising counsel. Charles A. 
Shaw, formerly with Columbia 
Lithographing & Engraving Com- 
pany and Montgomery Ward & 
Co., Chicago, has joined the agency 
as production manager. 


Why ILLUSTRAVOX Training Is 


The One Best Way 


ILLUSTRAVOX VISUALIZES MESSAGES TO: 


Employees... 


. .. reaches workmen on the job. 


Distributors... 


tells company policies as you want them explained 


introduces new products dramatically, effectively 


... reaches all phases of distribution simultaneously. 


Consumers... 
or in mass demonstrations... 


TTENTION-ARRESTING 
Illustravox pictures and 
spoken words tell your training 
message most effectively, simply 
and quickly. A portable, inex- 
pensive sound slidefilm projector 
uses records and slidetilm to 
present your perfected training 
message .: . always telling a uni- 
form story: 


* * Illustravox double 
exposure (eye plus ear) 
holds trainees’ attention 
. Illustravox is all- 

> %% absorbing. Trainees /ook 
Compact and /isten they /earn 


easytocarry faster, remember longer. 


* x Already field-tested and 
proved before the war by leading 
industrial concerns, Illustravox 
superiority was further proved in 
army and navy training programs. 
Accelerated war-time schedules were 
cut as much as 25% to 40%. Over 
75% of all sound slidefilm instru- 
ments now in use are Illustravox! 


Te 
‘ Lilustrated 


Voice 


sound slidefilm reaches the public in their homes 
always doing a thorough selling job. 


* * For improving employee 
relations, increasing production 
and introducing new products, 
IIlustravox is the ONE BEST WAY 
. the most effective, yet least 
expensive. Simple to produce, 
easy to operate and economically 
duplicated for mass distribution, 
Illustravox training messages are 
ideal for all types of training 
selling and distribution jobs. 


* * For further information 
on how you can best utilize 
Illustravox in solving your train- 
ing problems write today to The 
Magnavox Company, Illustravox 
Division, Department AA-6, 
Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


DIVISION OF THE Ma navox COMPANY -: FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


| Could 


golf party and dinner at Bob-O-| 
Thursday, 
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Recently retired after 34 


series of recollections. 


For a copywriter, I do not be- 
lieve a little knowledge is a dan- 
gerous thing. That is, unless he 
relies wholly upon that little 
knowledge in his writing about a 
product, its qualities and its uses. 

In fact, I often found my little 
knowledge of real help. I used it 
as a nucleus 
around which 
I collected 
more informa- 
tion than could 
be used in 
an advertise- 
ment, or in a 
series of adver- 
tisements, That 
statement leads 
me to say here 
that one of the 
ideas I had 
about advertis- 
ing was that possibly a reserve of 
knowledge, a surplus upon which 
limitations of time and space did 
not permit one to draw, added a 
strength, a believability, a con- 
vincingness to what one did have 
time and space to tell. 


Holds Something Back 


Consequently, when some one 
would comment upon the believ- 
ability of some advertisement I 
had written and ask how I had 
succeeded in creating that desir- 
able quality I would say, “I didn’t 
tell all I know about the product. 
it be that you and other 
readers react to that reservation 
and as a result feel that the prod- 
uct is surely as good as or perhaps 
even better than is claimed?” 

Since accepting statements in- 
capable of proof is contrary to my 
nature I do not say that I believe 
but rather that I speculate upon 
the possibility that undisclosed 
knowledge strengthens the knowl- 


H. C. Briney 


Recollections... III 


in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BY H. C. 


years in advertising, mostly 


BRINEY 


edge that is displayed in copy. 

Really capable of proof is my 
saying that a little knowledge 
often helps one to a good start in 
collecting material for interesting 
advertisements. I shall offer but 
one piece of evidence and that be- 
cause it interested me then and 
still does. 

I was asked to prepare a series 
on the strength and durability of 
Southern Pine. I turned to my 
“mental” file and pulled out the 
meagre bits of information about 
wood that I had picked up by 
reading or listening and had pre- 
served for future reference. | 
had “filed” them because I consid- 
ered them interesting rather than 
probably useful. In this drawe; 
of my “mental’’ file I found such 
facts as these: 

Brooklyn Bridge was built on 
floating foundations; the _ steel 
decks of dreadnaughts are sur- 
faced with wood; there was a tres- 
tle across Lake Pontchartrain so 
long that the receding shore would 
fade from the sight of a passenger 
on an observation platform before 
the other shore was reached; the 
temporary construction necessary 
in the building of the Muscle 
Shoals dam required vast quanti- 
ties of strong lumber. 


Corroboratory Evidence 


If Southern Pine were the wood 
supporting Brooklyn Bridge, sur- 
facing the decks of battleships, 
carrying trains across Lake Pont- 
chartrain and holding in place the 
mountain of cement used at Muscle 
Shoals, we had the start of a cam- 


paign. 
Information available in_ the 
library confirmed every hope. 


Roebling himself had written a 


|book about Brooklyn Bridge and 
lin it he told why and how South- 


sales. 


CHICAGO 
CLEVELAND 


You will find plenty of food 
<x for thought in the new Market 
~ Data Book of the Ohio Select 

List of newspapers. It is jam- 

packed with up-to-the minute 
facts it 49 Ohio markets doing a Billion-plus in retail 
Its 65 pages contain complete maps of each 
trading area, with facts on leading industries, manufac- 
turing plants, retail sales, farm income, bank deposits, 
and population. Advertisers and agencies will find it a 
big help in building sales and profits in Ohio. 


SELECT LIST 


JOHN W. CULLEN CO. 


Publishers’ Representative 


~ 
Best Seller 


FOR 
WISE 
BUYERS 


WRITE FOR 
YOUR COPY TODAY 


OF 49 DAILY 
NEWSPAPERS 


NEW YORK 
COLUMBUS 
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ern Pine was used under the float- , insertion for copy on those crops|on some crops and placing it in 


ing towers. Told much more than | 
could be used in an advertisement. | 
On the other subjects, too, there | 
vas more information than was | 
eeded. Under such headings as 
‘These 40,000 Ton Towers Rest, 
Not on Solid Rock, but on South- 
ern Pine” and “From John Paul 
Jones to Sims, American Naval 
Heroes Have Trod Decks of South- 
ern Pine” the campaign was writ- 
ten. 


Interested in the ‘W’s’ 


Back in my early days, after 
believing I had learned “how” to 
write advertising I soon got tired 
of being told, by a copy chief and 
account executives, “what” to 
write. So I became interested in 
the whole list of ““W” words some 
of which I was told and some of 
which I added for my own per- 
sonal guidance. 

It was in 1911, before starting | 
my second year’s series on a fer- | 
tilizer ingredient that I brought 
the w’s into the picture. Who 
bought fertilizer? Where did he 
live? What did he read? Why 
should fertilizer be bought at all? | 
What results might reasonably be | 
expected from its use on various 
crops? So easily answered they | 
were hardly worth the asking. 
Where were the various crops | 
raised on sufficient acreages that 
it might pay the advertiser to 
spend money in the sectional or 
state farm papers? What were the 
planting or fertilizer buying dates 
for the various crops in the differ- 
ent sections of the country? What 
amounts, for various crops, were 
recommended by scientific agri- 
culturists? 


Researcher 


Answers to these ‘“w” ques- 
tions I didn’t know and so I be- 
came a “research man.” Among 
government statistics I found the 
acreage and production of various 
crops from potatoes in Maine to} 
wheat in Washington. Some one 
in the Department of Agriculture, 
when I asked him, kindly obtained 
a set of maps and showed in wavy | 
lines across the nation the plant- 
ing dates for the crops I thought 
offered sufficient possibility of need 
for fertilizer. From Agricultural 
Experiment Stations and _ other 
sources I obtained information 
about the amounts of fertilizer to 
be used on the various crops: 

With this information at hand 
I was ready to plan, with my own 
knowledge as a basis, my first 
“reason why” campaign. Largely 
it was a process of elimination. | 
Planting dates vary with various 
crops but the seasons do force 
most of them into a limited portion 
of a year. Even by running two 
advertisements in the same issue | 
of some farm papers it was hardly 
possible to give all deserving crops 
the attention due them at the 
proper time. It was necessary to 
select, in the different sections, 
the crops offering the biggest po- | 
tential market. 

However, I did the best I could 
to select the crops offering the | 
highest potentialities, the dates ot} 
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eS 
GREENWICH 
CONN. (Pop. 34,000) 


LEADS 


Per Capita 
RETAIL SALES 


60% Greater 


Than the U., S. Average 


ek OS ee 


Source: 
These are n 


1939 Census 
. ot war boom figures. 
ar or Peace, Prosperity or De- 
Pression, they vary little. This 
market stands ‘the test of time.’ 
This “A” Market Deserves 
an “A” Schedule 


Greenwich Time 


; AN A. B. C. NEWSPAPER 
tten called: “The Best Suburban 
aily Newspaper in America.” 

_. Nationally Represented By: 
SMALL, BREWER & KENT, ‘NC. 
PL Park Ave., New York 


hone Wickersham 2-8383 


| 


ithe advertiser. 


|rather than just writing some copy 


and the space for the individual |some farm papers. 

advertisements under an appropri-| In fact, I was sufficiently im- 
ation limited by the previous|pressed by one year’s results to 
year’s volume of fertilizer sales by attempt to apply more of the “w” 
questions to more—practically all 
Possibly I did this work—not products and so became not 
then required of copywriters— | merely a copywriter but a man 
right at a turn in American agri-|later credited with helping to in- 
cultural practice. Anyhow, I saw |augurate research in agency prac- 
the appropriation in four years|tice and service. 


more than quadruple the figure it tkbalaansietipbation 
had attained in twenty—based on Colonial to Gibbons 
Colonial Airlines, Inc., Montreal, 


actual sales, remember—and I at- 
tributed considerable of the in- 

crease to planning the advertising | has appointed J. J. Gibbons Ltd., 
to direct advertising. 


et 


a 
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at WBBM and WIND, Chicago, 
before joining WGN. 


has been Morton Seeks Retail Trade 


named news editor of Station ; 
- Morton Mfg. Company, Chicago, 
WGN, Chicago, replacing Tom |},, inaugurated a new marketing 


Foy, who had been with WGN for), “ 

14 years and manager of the news| SS en ee ee 
department for the past five years.|;itchen appliance dealers, For 
Mr. Foy plans to free lance in|the past 20 years, Morton has | 
radio publicity and script writing, | manufactured “steel. cabinets for 
|the wholesale trade. The Nash- 


and will open offices soon in the 

Wrigley building. ‘Kelvinator distributing organiza- 
Mr. Hurleigh, who organized the | tion will handle distribution of the 

Associated Press radio bureau injline and dealer and distributor 


Chicago, was later a news analyst' franchises are now being signed. 


Hurleigh Named 
WGN News Editor 


Robert Hurleigh 
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“Look at this, darling!” 


“This” may be one of many things: how Pfe. 
Bob Greenwell, the next door neighbor’s son. 
won the Medal of Honor on Okinawa...Uncle 
Jim’s election to the circuit bench...how Mary 
Saxton, of the high school graduating class. 
has landed a Hollywood contract...Washing- 
ton’s new plan for postwar jobs...or last night’s 


smashing victory in the skies over Tokyo. 


In millions of homes, the scene is repeated 
over and over again. In millions of homes 
every day, some member of the family is call- 
ing the attention of others to some exciting 


piece of news in the newspaper. 


No matter if some smattering of the facts is 


already known. What means most is to see it 
in black and white‘and in full detail...with 
pictures and maps and printed words that can 
be thoroughly digested, kept and referred to 
again and again. 


Advertising, like the news, wins this same 
warm welcome when it appears in the daily 
paper, where people everywhere turn every 
day for most of their buying information as 
well as for most of their information on local. 


national and world affairs. 


That’s one of the big reasons why newspaper 
advertising is today’s surest way to keep peo- 
ple informed of your products and services. 


your wartime activities and postwar plans. 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by the Chicago Tribune in the interest of all newspape:s 
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President: Why not make a product test? 


Porcus : Why not, indeed? And better yet, make your test in Iowa! 


An Old ‘Coolth’ 


To the Editor: Can you stand 
one more word about “coolth’’? 

Paul Hollister used the word in 
a Hart Schaffner & Marx dealer 
ad headline when he was with us 
about 12 years ago. 

W. R. PURCELL, 
Batten, Barton, Durstine & 
Osborn, Chicago. 
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Vinylite Industrial Ads 
Handled by Rickard 


To the Editor: I have noticed 
the article, “National Carbon In- 
vites Agencies to Bid on Account,” 
on Page 34 of your June 11 issue. 
In the last paragraph you state 
that Mathes was recently named 
to handle the advertising for 
Vinylite plastics. 

As a result of this news item, 


This department is a reader’s forum. Letters are welcome. 


we have been getting inquiries 
from all quarters, as to why we 
lost the Vinylite business. The 
truth is, Mathes was named to 
handle Vinylite advertising in the 
general consumer field. Rickard & 
Co. still continues to handle Viny- 
lite industrial advertising. 


H. L. FIsHEr, 
President Rickard & Co., Inc., 
New York. 
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Price Control Hurts 
Maple Syrup Industry 

To the Editor: The effects of 
price control on one of Vermont’s 
major industries is graphically in- 
dicated in the accompanying ad- 
vertisement which appeared on 
the front page of the state’s lead- 
ing newspaper. 

Nature’s own “control,” in the 
form of an unseasonally warm 


and early spring, cut this year’s 
Vermont maple crop to about 30% 
of normal, 

In normal times, the law of sup- 
ply and demand would have com- 
pensated both the syrup and sugar 
producers and the processors 
(makers of trademark maple 
candies, maple cream and butter, 
etc.). 

But despite vigorous repre- 
sentations by representatives of 
both groups, the ceilings were set 
so low that the black market, in 
the form of non-ceiling price pur- 
chasers, largely from out of state, 
took over and the average Ver- 
monter is without syrup or sugar 
for his own table. 

A contributing factor is that, for 
a great number of Vermont farm- 
ers, maple syrup represents the 
cash crop needed to buy extras, 
such as new clothing, new equip- 
ment, etc., or to furnish part of a 


PORCUS 


PLAYS GUINEA PIG! 


Sales Manager: I’ve hit a snag on that postwar product of ours. 
Production says they can turn it out as a liquid a lot cheaper than 
as a powder. But, I think we’ve got to offer it as a powder. The 
whole trend in the food field is towards dehydration. 


Porcus: You see, as a test area, Iowa is unique: 
It’s self-sufficient; has a strong wholesale food 
set-up; and provides a true cross-section of 
American life. Equally important, it’s inex- 
pensive. You can cover 70% of all the urban 
consumers, wholesalers and retailers in the state 
through The Des Moines Sunday Register. 


Covered 
by 


A STATE-WIDE 


Porcus: And if you think that sounds good, 
consider what happens next. By the end of 
the test, your brand and name will be estab- 
lished in a market that isn’t only one of 
America’s “First 20 Cities” but the first from 
a standpoint of what you'll need when the 
war ends: stabilized buying power! 


Metropolitan lowa- 
THE DES MOINES REGISTER ann [RIBUNE 


URBAN MARKET RANKING AMONG AMERICA‘S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


ATTENTION 
Maple Producers 


We regret to notify you that we will not load maple syrup 
at our customary shipping points because we cannot meet buy- 
ing competition. This is occasioned by our not being able to 
manufacture maple products which are free from price control 
and our unwillingness to sell what maple syrup we might buy 
at over ceiling prices. 

To producers who have brought us maple syrup at our fae- 
tory, we offer to return it, delivery free, at the ceiling price 
which we paid for it. 

To producers who have maple syrup in our drums, we ask 
that they retain possession of them tut dispose of their con- 
tents to their best advantage. 

This expression of policy is for this one season only and 
does not mean our withdrawal from the industry, We will solicit 
your syrup from next year's crop, when we hope. price controls 
are removed or made equitable so that normal and legitimate 
operation will be possible. 

Your continued patronage is appreciated. 


Respectfully, 


FAIRFIELD FARMS MAPLE CO. 


E. |. SOULE, President 


PRICES—Price Control's effect on Ver- 

mont's maple syrup industry is pointed 

out in this ad which appeared in the 
Burlington Free Press. 


college education. Hence, it was 
asking too much of human nature 
to expect them to be content with 
one-third of their 1944 income 
from that source. 

In an attempt last season to off- 
set this diversion to the black 
market, which had even then got 
under way, the Vermont Pure 
Maple Producers ran a number of 
advertisements calling attention to 
the fact the withdrawal of the 
poorer grades of syrup from pro- 
cessor channels, where most of it 
goes for tobacco flavoring, would 
result in redoubled effort by the 
tobacco people to find a synthetic 
substitute. 

But, as might have been ex- 
pected, immediate profit won out 
over long-term possibilities, and 
the campaign was largely non- 
productive. 

It occurred to me that your 
readers might be interested in the 
workings of price control on the 
Green Mountain _ state’s_best- 
known product. 


CHARLES E. TOWNSEND, 


Townsend Advertising Serv- 
ice, Burlington, Vt. 
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Oversized Brickbat 
Tossed at Creative Man 


To the Editor: In your issue of 
May 28, the “Creative Man’s Cor- 
ner” indicates its irritation with a 
7th War Loan ad run by Calvert 
Distillers, entitled “Fox Hole For 
Sale.” 

The accusations: It follows the 
tenor and technique of “The Kid 
in Upper 4,” it is “almost roman- 
tic,” it is also “completely phoney 
in character.” These comments, I 
believe, are unjustified for sev- 
eral reasons. 

The ad attempts to tell civilians 
that G.I. Joe in a fox hole wants 
to get it over with fast and come 
home. Nothing phoney about that. 
See any war correspondent’s re- 
ports. The ad says he wants to 
come home to the amenities and 
comforts of normal civilian life. 
Nothing phoney about that. It 
doesn’t say he wants to come home 
to eat blueberry pie—but just to 
live cleanly and decently and nor- 
mally again. 

Finally, the ad describes his 
fox hole mode of life metaphor- 
ically, in terms regularly asso- 
ciated with living quarters in 
civilian life, i.e., exposure, ven- 
tilation, running water, heating 
system. This, I suspect, is what 
struck The Creative Man as “ro- 
mantic” and “completely phoney.” 

Now I don’t know who would 
be an adequate authority to de- 
termine whether such an attitude 
was “phoney” or not. I know I 
have seen countless pictures of 
| Signs erected by our boys on every 
battlefront reading: “Broadway & 
42nd St.,” “Waldorf-Astoria,” etc. 


I think the G. I. “gags” about his | 


hardships on every occasion, and 
appreciates 
comparing his fox hole with a 
duplex on Park Avenue. 

But by way of support, I would 
\like to quote from the script of 
a movie short produced by the 
| Army Air Forces, entitled “Target 
| Tokyo.” (The Calvert ad ran be- 
fore this film was released.) Cer- 
tainly any “romantic” or “com- 
pletely phoney” qualities would 
have no place here. The commen- 
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tator is describing the reaction o/ 
the crews of the 21st Bomber Com 
mand to the base on Saipan wher: 
they have just arrived. It’s hot 
it’s uncomfortable, and the Jap 
are very close nearby: 

“The crews found Saipan to be 
a paradise, free from any of th: 
discomforts borne by war op- 
pressed civilians at home. Plenty 
of airy apartments, nicely deco 
rated, adjoining showers, no long 
lines at the local barber shop, rea- 
sonably priced concerts, private 
beach club, elegant sun deck; only 
trouble was, their neighbors got 
a little noisy.” 

It would seem to me that after 
years in which we have been sub- 
jected to the truly phoney schoo! 
of war ads that go “Sesame Zip- 
pers Are Winning the War!”—The 
Creative Man’s irritation may be 
misplaced. 


ARKADY LEOKUM, 


Lennen & Mitchell, Inc., New 
York. 
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Says Regimentation 
Ruins Food Taste 


To the Editor: May I add my 
two pennies’ worth to the bread 
debate, built about the thesis that 
we are, perhaps, barking up the 
wrong tree when we condemn 
commercial bakers for the taste- 
less and listless product which 
now passes as the staff of life 
with 95% of our people? 

‘When the writer first came to 
California 21 years ago, among his 
first clients were a couple of fine 
boys then in their early twenties 
who had taken over the bread 
business of their father, a first or 
second generation Scotsman who 
had brought these boys up in 
what was literally a one-horse 
bakery. 

All his life he had made and 
marketed an old-fashioned, hon- 
est loaf of bread of the type the 
Reader’s Digest writer emoted 
about. His boys, when they in- 
herited the business, tried to fol- 
low in his footsteps. But about 
that time Los Angeles mushroomed 
from a quiet little pueblo of two 
or three hundred thousand into a 
metropolis, and from somewhere 
came what the bakery trade out 
here calls the balloon loaf. 

The balloon loaf is an oversize 
product consisting principally of 
air, which the housewife, seeking 
fresh bread, could squash between 
her fingers. Inside, in addition to 
air, this loaf consisted of undone 
dough, of no definite character 
But the ladies liked it. Our clients 
continued to put out a home-made 
type of loaf, weighing the same 
number of ounces, but less volumi- 
nous, and, of course, not so 
squashy. It was well-baked, flavor- 
ful, everything that home-made 
bread could be. But as_ balloon 
loaves multiplied on the dealers’ 
counters, returns of the old-fash- 
ioned honest American product 
pyramided. So, at last, our clients 
joined the procession. Today, they 
produce just another balloon loaf 
. «. honest ingredients, but baked 
down to a demand not up to 4 
standard. 

You’ll find that bakers in other 
cities have had _ similar expe- 
riences, . . 

Gradually, everything we eat |} 
being reduced to a deadly mono- 
tone of mediocrity. Some years 
ago an old-fashioned packing 
house in Iowa introduced on ‘his 
market a smoked sausage whic! 
had the old-time country smo‘e- 
house tang and flavor... Gradu- 
ally it disappeared from one deal- 
er’s after another, until the pac‘er 
withdrew from the market °n- 
tirely, and the standard moce!! 
product compounded of sawdus! 
wallpaper paste and what |! 
you again had the field to it 

Eating houses which try to bé 


the grim humor of|were the real thing, pure, 


different are equally unfortunate 
A few years ago a little resiau 
rant in downtown Los Angle 
turned to home-made pies w i 


cious. But within a month 
old pie-foundry product was | 
on the menu. The general ru 
customers didn’t care for real »€ 
and craved the synthetic insu’ ' 
a man’s innards on which ‘°°! 
had been raised. 

We've seen in the last few yo2" 
the same individuality ironed 
of candy and other like product’ 
we've seen practically every “™ 
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KNOW-NOTHING —The ad depart- 

ment of Electric Auto-Lite Co. put 

words in the mouth of this gal who 

appeared on the cover of Michigan 
Farmer. 


food store in Los Angeles go out 
of business for lack of patronage, 
and we know of other centers in 
which the same thing has hap- 
pened or is happening. 

What would you do if you were 
a food manufacturer or distribu- 
tor? Chances are a hundred to 
one you’d give up and fall in line. 
Why this deterioration in food 
taste? I’ve an idea it is one more 
example of regimentation ... an- 
other triumph for the proletariat. 


In my next incarnation I hope | 

I’m born a horse. At least our | 
equine friends still insist that 

excelsior isn’t hay. 
GEORGE LOGAN PRICE, 

Los Angeles. 
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On Bread, and the 
Power of Advertising 


To the Editor: Being a little 
behind in my reading I have just 
noted your editorial, “Does Bread 
Lack Flavor?”, in your May 21 
issue. I feel that you are dead 
right in your conclusion that the 
Reader’s Digest piece, which I had 
read previously, ascribes greater 
power to advertising than it pos- 
sesses. 

At the same time, I feel that the 
bakers are unduly aroused over 
the “bad publicity” phase of the 
piece. Just as publicity alone can 
not be expected to sell anything, 
the so-called bad kind can not be 
expected to do much harm. 

That Digest piece has the ear- 
mark of one of those things which 
the Digest sees fit to “plant” in 
some obscure publications, an un- 
fortunate and deplorable practice 
for a publication which has so 
much of merit as to justify its 
standing on its own feet. The 
story is of the type which pro- 
duced the now-familiar “Cigaret 
Ad Fact and Fiction” in 1942, 
frankly Digest-produced. 

The tip-off as to the bias and 
mental indolence with which both 
pieces were written seems to be 
in the words which the writers 
use when they refer to advertising | 
and its practitioners and creators. | 

In the cigaret effort the .. .| 
Digest concluded that the tests | 
were “sad news for advertisers | 
and copywriters.” It accused| 
copywriters of using “weasel| 
words—the adman’s way of cross- | 
ing his fingers behind his back.” | 

Other technicians are merely | 
indicated, yet advertising men be- | 
ome “advertising geniuses,” in| 
adio they use “commercial plugs,” | 
nd inference is that “poor ad | 

riters” have to use. distorted | 
naginations for selling points. 

In the bread article engineers, 

ectricians and chemists are| 

lled their every-day names, ex- 

t that the big bakers are alleged 

employ “hordes” of them. But 

vertising people are called ‘“ad- 
tising sharks,” and their work 
“shrieked” or becomes 
roaty”’ over the radio, is “plas- 
ed” over the countryside, and 

all make “advertising pay” 
the big bakers., 

Mental indolence also is re- 

aled in the choice of words in | 

bread story as, for instance, | 
crusty, “succulent” loaves | 
ch mother used to bake. That 

ild indicate a heluva type of 

ead, since Webster says that 
ulent means full of juice or 
ing a juicy or watery tissue. 


No, instead of advertising forc- 
ing people to eat what they don’t 
like, it has been shown time and 
again that the bakers—like all 
other advertisers — must produce 
what most people like and want, 
and then tell others about it... 

Although the bread piece pic- 
tures people longing for crisp 
crusts, substance and so on, I 
personally have seen  stool-side 
and table-side patrons of lunch 
counters and restaurants sniff at 
crisp-crusted rolls, rye bread, corn 
bread, muffins and other variations 
and demand the ‘white tasteless 


stuff’’ about which the writer com- 
plains. .. 
G. E. HATHAWAY, 
Hathaway Advertising Serv- 
ice, Denver, Colo. 
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‘Michigan Farmer’ Cow 
‘Adopted’ by Auto-Lite 

To the Editor: Recently Hugh 
Hitchcock, advertising director of 


Packard, visited us in Toledo to 
give a talk before the Advertising 


Club. He got an immediate laugh|appeared on the front cover of | 
Every time we} 


when he showed us a huge, beefy 


hippopotamus characterized by a 
dull, stupid look. Beneath the 
hippo were the 
know anything about advertising, 
but...” This device was a swell 


introduction on his talk to sell ad- | 


vertising to one’s own organiza- 
tion because every 
man in the room has been sub- 
jected many times to the treatment. 

Anyway, the boys in our ad- 
vertising department here re- 
cently have had a lot of fun over 
a picture of a cow that recently 


Michigan Farmer. 


jlooked at the darn thing 
| couldn’t help but laugh. 


we 
And 


words—“I don’t} above everything else, she seemed 


ito be saying—“I don’t know any- 
| thing about advertising, but .. .” 
So we had her fixed up with a 
| balloon with the wording inside. 


advertising | The print is enclosed and I thought 


| you might be amused by it or per- 
| haps would want to strike a re- 
|; sponsive chord among your thou- 
| sands of eager readers in our pro-, 
|fession by showing it to them. 

H. D. BISSELL, 
Advertising Manager, Electric 
Auto-Lite Company, Toledo. 


HEATER « COMPEEXEON ec FEGURE o HANDS 


HAT'S the order of march in the beauty parade. Nearly a million young 


women consider the major items of beauty culture important in that sequence. 


According to a recent SECRETS survey, 90.9% of its readers are vitally concerned 


about the allure of their hair. 86.3% 


make every effort to improve the loveliness 


of their complexion. 72 2% are acutely conscious of the lines of their figure. 


68.3% attend to the softness of their hands. 


The 900,000* buyers of SECRETS are modern young women — 83 9% be- 


tween 18 and 35 Naturally their Number-One Self-Improvement Interest is 


themselves. That's why they are peak buyers of cosmetics, depilatories and 


deodorants, soaps, cleansers, and many other personal products 


*SECRETS us also read by four intimates of the purchaser 
circle. This and other data based on survey of SECRETS readers 


Scttoé 


“The Magazine of Dramatized Self-Improvement” 


67 West 44th St. 
New York 18, N. Y. 


100 No. LaSalle St. 
Chicago 2, Illinois 


403 West 8th St. ao 


Los Angeles 14, Calif. 
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Shlandt, Palmer Named ~R f h 2 r 
| Csea C Call panded, one of 


V.P.s by Schenley 
B. C. Ohlandt, formerly on_the | ‘Bakers’ Weekly’ Ad To Kaplan & Bruck | | 7 eg 0 i a 
Dorcas Carland, formerly in the e § Ervices a “Direct Mail 
home economics division of The} Idea Library” 


»xecutive staff of Schenley Dis- 

illers Corporation, New York, and Appeals to Congress 

Walter T. Palmer, Schenley’s ad-| In order to warn members of| Borden Company, New York, has | which is said to 
ninistrative coordinator, have been | Congress of the serious threat to} joined Kaplan & Bruck Advertis- | : be pulling well. 
slected vice-presidents. the industry if bakery supplies of} ing, New York. at ere ail The bureau 
ee ag ae of — sugar and shortening are further , oe eee founder was 
store Products Company and sub- | curtailed, Bakers’ Weekly, Chicago, i 

sidiaries, Mr. Ohlandt joined| recently ran full page +7 Ne in the Medholdt Named Partner Meh Og 
Schenley last fall. He has also| Washington Evening Star and Howard Medholdt, account- 

seen a director of the Grocery | Post, presenting arguments against|executive of Aitkin-Kynett Com-_ 
Manufacturers 


have been reached. These services 
and bureau publications have been 
| constantly ex- 


ing committee. Mr. Palmer has|distributed to bakers, suppliers 
been with Schenley since 1942. and Congressmen. 


Collating Service 
on Available Data 


sound, basic 
plan after sur- 
veys revealed 


F ad 


*hairman of the GMA merchandis- 


About 25,000 reprints are being 


Association and/|.such. possible action. | pany, Peer coy: ia been ap-| 
pointed a partner in the agency. 
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Proves a Bonanza 


| Chicago, June 21.—Travel is re- 
stricted these days, but the mail 
still goes through, and the Na- 
tional Research Bureau hasn’t let 
wartime difficulties prevent it 
from adding 
new services or 
additional  cli- 
ents to its ex- 
tensive lists. 
The bureau, 
now one of the 
world’s largest 
fact - digesting 
organizations, 
was founded by 
William H. 
Wood in the 
sits uninspiring 
William H. Wood days of March, 
1933. In 12 years it has grown 
into its own five-story building in 
Chicago, with more than 200 
people trained in fact - finding 
work comprising its staff. 
| At the start 
‘of the war, it 
{became evident 
that travel 
would be lim- 
ited for many 
|of the men who 
‘had been sell- 


that approxi- George D. Gaw 
mately 75% of the best business 
management, merchandising and 
advertising ideas first appeared in 
newspapers, magazines, business 
pavers and other media, but that 
less than 1% of business could af- 
ford to subscribe to all current 
publications and properly digest 
the information they contained. 
As a consequence, the bureau was 
formed to act as a clearing house 
for the exchange of tested, suc- 
cessful ideas. 

The bureau, said Mr. Wood, has 
been built upon the premise that 
research need not be costly be- 
cause frequently the solution of 
any particular problem has already 
been found by others. By distribu- 
ting these facts widely, the bureau 
makes the full benefits of research 
available to more than _ 15,000 
clients at a small fraction of what 
the original cost would be. 


Executives Are Partners 

Perhaps part of the success of 
this unusual organization is ex- 
plained by Mr. Wood’s business 
philosophy. From the outset, it 
has been his policy to bring into 
ithe bureau men who have sound 
ideas and specialized knowledge. 
Every executive or department 
head is a partner in his business. 


ing the many The National Research Bureau 


now produces more than 80 indus- 
trial, technical, business manage- 
ment, sales, marketing, merchan- 


Ys ispecialized 
services of the 
bureau’s’ three 

that Newspaper Release Breaks |major divisions. 'dising and advertising publications 


turned to direct Frank P. Kendall | Gut by three major divisions—the 
‘mail as a successful means of pro-| business management, sales and 
|viding various services for busi- | industrial division, personally sup- 
/ness men who might not otherwise |ervised by Mr. Wood; the mer- 

You don’t have to wait until the Japs are licked to 

make use of Rapid’s facilities for the economical 

production and fast distribution of newspaper elec- 

trotypes and mats. Right now many of the national 

campaigns appearing in newspapers are clearing 

through Rapid’s huge Cincinnati plant or one of the 

four branch plants. 


Even when an advertisement is not “RUSH,” agency 

production and traffic men have found that Rapid’s 

dependable service takes the headache out of a na- 

tional release. Just as a matter of routine, Rapid’s 

experienced personnel receives a single order, breaks 
it up into its many details, and makes a thousand or 
i more shipments ... and usually all in one day. 


TELETYPE CONNECTIONS 


To expedite matters, Rapid’s plants are connected by 
teletype, which is often used by agencies when issuing 
instructions or changes in instructions. Teletype and 


air express put a Rapid plant at your door. | ; in the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 


apni EnectRorvee Co 


WORLD'S LARGEST ADVERTISING PLATE AND MAT 
MAKERS SPECIALIZING IN DISTRIBUTION DIRECT | 
TO NATIONAL NEWSPAPERS AND LOCAL DEALERS 


Main Plant: CINCINNATI 14, OHIO e Phone: Parkway 3577 © Teletype Cl 496 


@ NEW YORK PLANT: @ DETROIT PLANT: 
Atlantic Electro. & Stereo. Co. Northern Electrotype Co. 
Phone: Vanderbilt 6-3286; Teletype: NY 1-1323 Phone: Madison 6780; Teletype: DE 91 
@ PHILADELPHIA PLANT: @ SAN FRANCISCO PLANT: 
Rapid Electrotype Co. Phone: Rittenhouse 5902 Rapid Electrotype Co. Phone: Douglas 8427 
@ CHICAGO OFFICE: @ ATLANTA OFFICE: 
Rapid Electrotype Co. Phone: Superior 2782 Rapid Electrotype Co. Phone: Walnut 8113 


POWER in this prosperous market. 


Represented by The Branham Co. 
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handising division under leader- 
hip of Frank P. Kendall; and the 
yjlor division, directed by George 
)», Gaw. 


Issues Many News Letters 


The division Mr. Wood heads 
pecializes in production of news 
tters for various fields, such as 
iviation, electronics, plastics, bak- 
ig, building, farming, hotels, food 
ind paper. In addition to these 
344 by 1ll-inch mimeographed 
iews letters for specific fields, 
here are several general news 
etters, such as “Library of Labor 
Vianagement,” “Institute of Public 


Service,” “Production Manage- 
ment,” “Office Management,” 
What’s New in Business” and 


‘Foreign Trade.” 

This division also embraces the 
house .magazine division, under 
lirection of Herb Mundt, where 
employe publications are written, 
edited and printed individually for 
several hundred firms throughout 
the country. 


Library Set Up 


Also included in Mr. Wood’s di- 
vision is the Library of Industrial 
Research, separately incorporated 
as a non-profit organization, 
which is supported by membership 
dues. It maintains a staff spe- 
cially trained in technological re- 
search work, which cooperates 
with more than 2,000 companies, 
universities, libraries, research 
laboratories, advertising agencies 
and business publications. The 
library seeks to promote greater 
knowledge of the application of 
technical, scientific and manage- 


ment information; to conduct and | 
sponsor research in many practical 
problems; to maintain an ex-| 
tensive library for use in research | 
work, and to keep members posted 
on all new developments in their | 
fields. 

The merchandising division, di- | 
rected by Mr. Kendall, with a staff | 
of 50 persons, “digests” over a) 
million newspaper ads a month ra 
functioning as a “best-idea” ad- 
clipping department. It serves| 
more than 100 different lines of | 
business, including national adver- | 
tisers and advertising agencies | 
who want the best merchandising | 
ideas organized for quick refer- | 
ences, 


Shows Advertising Trends 


National advertisers and agen- | 
cies subscribe to the bureau’s 
“Advertising Trends,” a _plano-| 
graphed service issued monthly, 
‘ontaining 40 pages of merchan- 
dising and advertising ideas. Some 
of the 122 classifications covered 
in this service annually are auto- 
motive, bakeries, banks, breweries, 
food, household products, liquor, 
public utilities, radio station pro- 
motions, soft drinks, toiletries and 
transportation. 

In addition, the bureau has 
added, in several lines of business, 

monthly “skyline of appeals” 
showing how leading advertisers | 
are spending their advertising dol- 
lars. The ads are broken down 
vy basic appeals, or “why-buy” | 
reasons, with percentage figures in | 
hart form which are useful to) 
advertisers and agencies in com-| 
paring their own campaigns with | 
latlonwide activity in the field. | 

The division now clips more 


| 


LORIDA’S MOST POWERFUL | 


than 700 daily newspapers; by 
Sept. 1 its editors are expected to 
be hunting down new copy and 


merchandising ideas in _ 1,000 
papers. 
Ideas Are Adapted 
“Among some of the so-called 


slower moving lines of business, 
where new ideas break less fre- 
quently, such as laundries, dairies, 
bakeries, etc., we have found that 
there are only three to eight new 
ideas originated in these fields a 
year,” Mr. Kendall said. “But any 
one of these ideas can make hun- 


; 51 
dreds, possibly thousands, of dol- | vision, the Color Research Insti-,; Mail Club of Chicago. Its opera- 
lars more profit for those who re-|tute of America, directed by Mr.|tions have been stepped up con- 
ceive them. |'Gaw, has also been incorporated | siderably since the advent of the 

“In the shoe trade in normal/as a non-profit organization. |war, as a partial substitute for 
times, less than a dozen actual ‘ : |personal sales efforts of division 
‘original creations’ are designed a_| Direct Mail Active |representatives. The department, 
year. But alert manufacturers} The direct mail department is | operating on a scientific basis, dis- 
watch newspaper ads for design-| headed by Robert Stone, recently |tributes several hundred thou- 
ing ideas, and over a period of a | elected president of the Direct;sand mail messages a year. 
year there will be 100,000 adapta- | 
tions of the original creation. Gar- | 
ment manufacturers use the same | 
method for styling their lines, and | 
buy clippings to confirm their 
judgment of style trends.” 

The bureau’s third major di-!' 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


BAY STREET. - TORONTO 
MIPEG PEGINA CALGARY, 


, AOVERTISING 


MERCHANDISING 


EDMONTON, api uyvetRr 


LIVESTOCK FA 


~ 


no NATURE 
months, three 


deliver a litter of 


through modern breeding, feeding and sanita- 
tion methods, bring quality pigs to market 
weight within six months of farrowing. 


Pork is the top income producer in the entire 
farm field. Last year’s production of pork and 
lard totaled seventeen billion pounds for which 
producers received more than three billion dol- 
lars—well over half the total cash received for 
all meat animal products. 


In the manufacture of pork, as in any line of 
endeavor, efficiency spells profit. Those com- 
mitted to the livestock system of farming are 


RMERS DEMAND A DAILY SERVICE... PAY A REAL PRICE FOR IT 


Penk (hops in Jen Months 


persists in taking three 
weeks and three days to 
pigs, efficient stockmen, 


efficient because they can produce cattle, hogs 
and sheep in volume. Production in volume is 
possible because farming the livestock way 
maintains soil fertility, thus ensuring ample 
crops of rich feeding value for economical pro- 
duction of choice market-topping meat animals. 


Issued daily from the four basic livestock mar- 
kets, The Corn Belt Farm Dailies provide an 
unparalleled service vital to the production and 
marketing of America’s annual six-billion dollar 
crop of cattle, hogs and sheep. These publica- 
tions are thoroughly read every day by Amer- 
ica’s top stockmen. ‘The circulation is selective. 
The $5.00 subscription price is not an invitation 
to an unnatural clientele. 


THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. 


LOUIS DAILY LIVESTOCK REPORTER 


- PUBLICATIONS - OF - THE - LIVESTOCH - INDUSTRY, 


ee Een Sener ee 


é wre ; Z = : ‘ : abies - a= <= . 
E 4 ‘5 x * % E a * . . 
ices meee Tl - = : 
een . : 
_— ee ee 
I ‘an Bry 
 . 
Gaw — -_eeooeeee__000000 OO —__0°0”C a_w—— es 
iness 
and ee 
: 
ed in a 
iness 
| 
that | ~ a 
d af- — eS oe ae: 
rrent — le — * | | 
ligest ’ — 4 See * ) 
: Sin llr Be ae 7 Bei Nig. oS ae mee PEAS 
ss S 24 ee Aaa _ a a aa tee Pe s ae es Woes 
10use | c: ee Se): : 4 bt nwt siete ee GS Pee ee Ee ae aes = SiS Sos No 
suc oo ei L. i SS be oe ee i. me Ftp es HERE | as 
| i , = vot : # oe a Ea ae ae are a a S 5 5s SOS — nen singe oie | 
: ee eee Bs a a 4 Pe ep NS in a ae eS. ee } | | 7 | | : i < 
. Pro eas a Bhs Soe eam Saas ee ae a “aaa 4 - a ¢ ) 
| : | 2 Boe mes pod i Sis, | lad 3 bo : Sar. ar a 2g * Pee ee evga. 5 ae ‘ge Bee os 
' a oi lig cp ers a, gale oo a Se coe ae a — et oo Va 2 ee id 
= = = nee = oi ee eens ee oe ek eee aE Fe eee) et el 
roe * Cg a = ™ ae ace ah %, Pe Sec! gtoae Re. Pgs ee Pe Pe 3 ie = . | ; | 3 : 
4 Me ee re Oa bs ae are oe = wae 3 no o Sis | = ¥ : . : 
yn of aes ae ie Ae ee tee CPs Pt oe ee . Sa a : | a : 
‘ a “8 | m9 " . ae - Ste 4 te eg - 2 : xe Begs 2 * nd OR Oedaen ae ae. : Se ee teh: * ee 
|  # Me oe er pod a Pane j ke Se A sapictt - os See 8%, Sa eet wea> " 
x 2 ona — Sa ey BS gaa oa ee S. Pane. a pa ‘ Be ap ae ee Se : aye “ Sein | 
trl ‘ Ce gle <a 5 a pene ee ie Sas eee ne" ae pe ee 2 eu =o ‘ | pe S 
bu - 2a et a. a a oe eo ay noe i ce oa ES aes 2 es a ee aoe eon : ae » es ,Pes ‘ ¥ ee eee 
ureau , eo ae ee oes eer ae ae 
| S: OR i seni ee ve Mi ee ee aaa ae OF re ae LINES ee bi Ge. suas ee ee ee oo ae, <a : sc | : 
earch a Po ery = ae 3 ple viagra e, oe ae . 
15,000 _ " m igee ee he? a Pei oe ee: 2. 7 Zea aoa 1 es - ise iy i‘ 
| pom Bie bite re a» ENE al ge fees 3 ae > ae Sent ey Bees 3 A ae ok, Seo 8 a eee ay > 3 a aes “a Br ad oe 
what ie ee > al 2a. i ae ‘. ‘* ify Ei es % ey eS. Ps: wy eae, = + ere me Bonney 1 oe Saar TN : co ae Ft oe ee es 
- : _ ca ee i ce “i iy hee P ae ees capes ce. oe ee ae * : si 2 a is a gid ee eg, (al a 
" gh ‘/. ae ag Ae a ees ee © eg ee — ; * oes 
rp — sil es Ge. 7. Pe ee oe Bar gt epee hey a" Poe stirs : — angen festhg ara. eS ; 
Ss 4 ila 2 <ouaee , ae , aE SES eS ee ees <4 > ee dH - 3 aa a Ms ras 2 eae al io . % % : , ” sd 
| ite tat £5 aa f5e" ies eee | ae, ER ee * ee ae ote s a pes -— - 
| _t 2 al Mines. . a cst a > ann a, ees oe ae’ Pam ~ = ca eo : _ 
7 gs age, io i ee. 2S io ae fe a a 3 = 
a yr Be eee eT 4 tay. gee ba ae - ae go 
= a fh ee... i. ros aaa Pr ane . ade SE lie ee ex oe , , _ ' 
~/~9 é 6 GE hee ee ae ot Bee ten eee ae ka ih ie ns er ar in 9 ee eg oe oe ea aoe “hes Rh Sgt re «a 
5 OO ce OE _e * ase lh 5 Fee ee a Rs. Pee es Feat Bae pa) a a igre fae et ao Se pa: i hs peer ‘73 ee " 
~ ae eg ‘<* bee ie 2 a MS gs opts ge ied a eee. aa ie. es «stay HA ee eS Eee EPS 5 : Re ai “ae wy e eae 
oi * hed - ee . ; Saad & bar pas ah oe a x a's Es * " é i es + ce ae be re: lg a eee o ctes i nag See ‘ a _ >; ' 
= g ae . te *, ne a ee. ft pags ge a an cae So oo ia : Fe a ee ee Ps ‘ 
Rea ase Bae 4 ae in mee te rise te ord ie se Say re eo kee ere xe : ete Bk ss Bee oo ye aa +343 % s 
. eee et ie ae coo a, ee : mee Soa ee eee tee, vy ere en ee 2s oe a e. 
* Pico’ i i a ody 4 =i < = ; Se — @ i PF ee Spat es Scie aaa eA ~oR = 
go ins a rs aed Aas mes ll Sa + ie Oe ae ee os i i ee eee fF et, Aare 
te . ae es Bag a8 ‘ fost. S: met oe. jad ai as ae, a eee pes 3 ioe & x | ) 
-e a pee ee a ee c, oy rae a 4 
a ons, sk Sa veges 4k CN ————- | a ae | 
kets > ES Fe i coe iF hs eas, <5 Eee j a . — — ¥ m | 
eh... “est ve" jot , oe &- R ees ea sd Bek Sh e F Seiten, RL . 
i oe Ore ee ao . ; ? ee .< ee * ae meen > ; 
te eo SA t % _ sites ahaa + Agee ‘ eee ge Se Ee . Xa a . oe 
ae ‘ Z — pie” —e ay ee | oe a ie - ge ae .%, , _— » . 
: : = ; r. ae. _ “PS . fe — Pe he oe ; Sis oo es es 
‘ es * kn ere ‘te ,. ~ a .. _ * me tee i ade fa al oe aaa : | = a 
- to ae te Oe ae i .. tas is PO “a “% a. os o ‘6 | s 
ae. “SS ce a * Red, © a ye ‘a eg so: ee oe i Ege see Sy: OS ae Ps 5 Gt ae 7 : ‘ 
wo = Te ee, at Ce. a ee its in as ey he Bees ts | 
a ; ‘ “3 = ‘ a ee a ee is ae eee he ee Ok gee % we ae ae ‘i ene 
* ine % "a : ow tone Seng” ; me aia or 7 ee i, * ae ‘emg : ¢ ee, ee - a ¥? : ie 
rs ve <a Yee PY a ry O° > a ) ee Va ae ia as Fo & gait, Sie ‘ee EP ties pe 
SS =: = -_ - . a ee ~ ay ey ~  o ee BF rte * 
asa. Ponk wae ORS — . Ar Bee, > ; Se ae ae a Be igh? t water’ ail 
+ ee Pe we uF eC S ae es te a re oe 3 e ie ma. ae ae Same i ee a. pons ? ke ~ ; "ie 
: | 3 ies. : i a 3 —_ #, : Qn 7 F % Rs Se ot ae “2 - oe Bis ey ee ae a Ca Oa - ° e* 
SE ~ Re oe ES ioe oS iano!" pee’ > i tae a _ Rion 
ie Ria a —. | ~~ 2 re i" nell Re a ee Ra si. ‘ + a , i : 
UN £h ee: ihe one ° #) aS Ss Bs 7 Fy, ' “Wreciee = Fk es | 2% . iy: 9 4 Gee Pt = - a 3 ¥ ae ae . . Ps a Ui “es enn 4s : wy 
“ an ae ge SS jee a PS hee. sy - Signe eee, ; ee Cy psx Bu i . Soaee rs } 
y” Sap Is ne aed Ne ea vig: eae s "ie iy ca “ Ase! 2 bihet & ma ak a 7. ee 2 oe. 2 “ie "s | 4 
" | - (8 < sig Me es —— vs CIT Be 6  ? wi? £ +) Jae ae sine SRY Oe Bec f me, 5 ge xs i. J a > an Bi lie. Py 
: : f oi ta : —s Sl < ve ood eee. i a —P: GA Teg ® re ‘a ; <u ae —— . 
A Se ei = ae = a se _ ee sey of ae oe oe he “a l—— ie a ee 
o . eee’. see ee 3 a ae iP eS, oe oe at ie | eee bese ete o> “gees Eee tk s eg + ee 3 = 
.. . ? eS ee arama _. eae as ? oe La Sa —_ — aye 2 
: i a ? ie aie Rao. a eats Pe ye % Oc: eae Ee fs — » = Weg pene 
a BS ee , aan | en ae —~ a. , = “Se 
4 if te ‘ee <q 4 8 ’ A, 7 "wee Fas e # te ae Fs a ses od . . * | | : . ' . | . 
m, . to | a As ee a i. & 2 Cig ee ae RRS ie i @ 
fs a < mE a ra > es i ae > ae re va Sie nn eyed a ae ose: es ion 
od 5 aay a. Et oy “sy 2 : ce. Pg ‘ay “gc = eel Roe. WS Se .. Be Bots ae A ies . 
s 35 Wy ’ ke - P : # 74 ¢ 4 ie , . «= PS $ a ae a a sar .. ee = ie i : ’ 7 7, ee - f :) 
* Kip, . 1% ars hed me ? . Ava t Sap i. ~ hams e ay e. a 5 Apia a : ~ = F : ; 3 : 
3 P g oy ~~ F re Ree 4 oe * > %, Bie Pee: ae = =o es 4 pei Sage i = oa Ze | | 
Pateys o ‘ ‘ Nyy ea ee oe “ cee ec ae ae is : he aie a » ae : | 
at z ee oe i he Se a ay a a “ie Te , 
y oot be >” | 6 ae tg x ae ae . aw... — = = nt a ~ if 
* % + Be F bs” Pe a ie Bee eae a ish c : < | ‘ :: ‘ , 
Ag ie * ‘ ne “4 yh ae 2 P sa. ee , ee e aa cam - ae Sea ae . a Pi aes 4 ye 4 # 
; 4 ‘ : ee . ent fe « Ps, BP oa Aes i Sm aa, j ees: 2 a ae a ‘ A Pe ose : _ é 
; a gf a. ¥ / “4 » ee oe, +. Mee a = ‘ fag + i ie sit ‘ ae eo : ; eo 
; - coil “ ~ ak ee ete” ar i oR : ae ee Se om pages So Fee * es “me ae <i be: . ‘ ' Sn grec? 
, < We xs , ee 4 ae a Be j ; OSS es ct ART se ae ; gat a ae : ca it 
\ oats ees ‘C At Fig As t ‘cde oe .% eae ie. aa She's las ah — | 
ce se oe. a, iat. © ; , pe ae. eel 5 ee jes RA gee Bk pe . : 
OSes a > ee | a ee a e.3 @ n= — 2 . ee * 2 i a "i 
' ’ - a . eh: a a ee ae Ps aa & i ea a oe i are oe , 
M be) 5 ” Pi 2 3, 7, . 7. aA 
eth oy Ps se ee 
A ae es ae 
i ; 
‘ 
ae a a are i ; 
° i r = " | 
- 7 
ee 
« 
| . : | Ap 
| 2 ee % 
2 6 mele. —_—_———— 
— eo 
| = | _ -—. i 2 
| , < y » . ae? ~ -_ 
1 : re se £ « 4 % : a 7 
| e(t@r< a Ac” 
; Broukeats _ 3. i. N ee 
Combary _ Tate LD bh j 
7 r tie 4 “4 
is # : 
e : 3 


aps 


= 


Advertising Age, June 25, 1945 


52 
idv 
s . f } . 
fy Bryant Heater Appoints Marshall F ield’s —e — en Milwaukee Adclub ast 
Ee C. F. Cushing and James N. i er ; uller Jr., formerly f O 
‘ Crawford, associated with Bryant to Display, Sell vice-president in charge of sales, Pledges to Keep mi 

Heater Company, Cleveland, for has been appointed president of Ae 

many years, have been appointed ; Air Conditioner Sales Corporation, | W strits ite 

distribution manager and_ sales Ercoupe Airplanes New York, subsidiary of Noma Up ar Activities ps 
manager, respectively, of the gas Chicago, June 19.— Marshall Electric Company. Prior to join- Milwaukee, June 20.—A pledge re 
heating division. Field & Co. boasted another “first” |ing the corporation in 1940, Mr. |to continue full support of every as 
in department store history with Muller was with General Electric | major patriotic activity is embod- ute 

announcement this week that it |Company. ied in the Milwaukee Advertising fD 

” i y has signed a contract with Parks ee Club’s presentation book, “In Sup- iepa 

// qf 7 Wi | Aircraft Sales and Service, East To Davis & Beaven port of Our Fighting Forces,” ng 

ia / St. Louis, Ill., giving it exclusive) Crystal Beverage Company,|/ Which recently won one of the ogel 

) right to sell Ercoupe airplanes in| which recently acquired the Los |chief achievement awards spons- igen 

J ag ong oo mg m Angeles bottling franchise for ry: by the aia var. 
fn ‘ield’s first Ercoupes, which are | Squirt, grapefruit drink, has ap- | 0f America , June - 

A GOOD MARKET manufactured by the Engineering | pointed Davis & Beaven, Los An-| The 100-page book not only de- 

\ t/ _— ( & Research Corporation, River-|geles, as its agency. Davis & | tails the adclub’s activities during Le 
dale, Md., will be ready for display | Beaven is also the agency for the | the year but promises that the men, 
about Oct. 1 and will be exhibited | parent firm, Squirt Company, |Club, with its increasing member- and 
on the sports goods floor of the} Beverly Hills, Cal. ‘ship, will devote considerable time <n quence O prov 
|“Store for Men” and on the first | auitstaihain }to patriotic work as the war en- Scolstsiedl Key-o-cide really turn¢ 
‘floor of the main Marshall Field & . |ters its final stage and the prob- Suny questa eqpladans ‘etai 
| Co. store. Heads Air Express ‘lems of peace become increasingly New 

Hughston M. McBain, presi- Robert G. McLain, superintend- | important. merc 
‘dent of the company, said this| ent of public relations, Railway | hed ne Ceeder! Kipecids t NATURAL GAEEMLAND CRYO. f N 
salt '“forward step” introduces a new! Express Agency, New York, has | po sce ag Included ~dagege pens cae Th 
trend in department store mer-| been named manager of the east- | ‘i ssembled in the adclub port- | Your drier carmas Rey oe or praying ose acd ette 
URNAL-T MES chandising. Earlier, it had been|ern department of Air Express. He | fo ‘ell produced by Ferdinand Au- 1ont 
reported that Marshall Field & Co.|succeeds Ralph W. Starkey, who | mue - are exhibits of the war class¢ 
pres SAGER SE. WIS ESESIN “ar ‘was planning store sales of per-| has become director of cargo, |@nd pir ated public service activi- use. — appe: 
| sonal aircraft. 'Pennsylvania-Central Airlines. ties which the club either pro- all tenam anee 4am a divid 
/moted or cooperated in sponsoring. a et are 
New assignments were taken on PENNSYLVANIA SALT MPG. CO.. 1000 WIDENER BUILDING, PHILA 7 ra execl 
during the year, and the entire : dled 
work was judged fine enough to BUG-BUSTER—Tyi * . . 
Bear ; - —Tying in with the sea @ comr 
a one of the AFA! sonal planting of Victory gardens M the ‘ 
fen ageless for the second Pennsylvania Salt Mfg. Co., Philadel. @ of lo 
te geht : phia, is conducting a five-week news. Lo 
Activ ities ‘Supported by the club paper test in a dozen cities throughout @ tribu 
| which drew Reagy, 1-0 emphasis IN- | the country for Kry-o-cide insecticide. MH comn 
cluded the war loan drives; Pay~ | Geare-Marston, Philadelphia, is the Mf ploye 
roll savings promotion, American | agency. ords 
Red Cross war fund and blood | servi 
donor appeals; Community War |. : _ i cause 
Chest; waste paper salvage drive; |in every drive it has conducted. § >” 
recruiting drives for the Wacs,|and the presentation book repro- "ee 
Waves, Spars and Marines; co- duces many letters received fro cian 
operation with War Manpower | Public officials thanking the clut Pron 
Commission in recruiting workers |for its support. ? 
for essential and critical war in- | 
dustries; recuiting of Army ana NEW ORLEANS AD POOL Sale 
\Navy nurses; soliciting clothing} TO CONTINUE EFFORTS _ Wi 
for relief in war devastated areas,| New Orleans, June 19.— The berg 
promotion of better housing for|New Orleans War Activities Pro-@ poon 
underprivileged classes in blighted | motion Committee, believed to bef pan, 
areas; promotion of modern air-j|the first cooperative “patriot! atio 
port facilities for Milwaukee, and |jadvertising group of its kind n§iy yw 
city planning. ithe country, spent more tha ing & 
Milwaukee exceeded its quota |$125,000 for the fiscal year ended vice-} 
fic | 
ice-] 
Shell 
FUR-FISH-GAME Read us 
= os Busin 
eaders ge 
graph 
Spend each year on the average for — 
; Wes 
c Rae $18.88 
eee? Rea 
Hunting clothes $11.27 Fir, 
Ammunition ..... $10.42 ectr 
; we 7 ea 
Fishing tackle ....$ 8.76 cad 
THEY OWN— hess 
Over three guns each rict 
¢ Trapping nae 
Equipment ....$66.!2 ana 
Photographic ourg, 
; equipment ....$68.! ‘Gor 
z 0 
: Camping 4 t po 
equipment _...$67.3 ar 1 
id. 
INTERESTED de! 
sk . 
IN BUYING— ~- 
Boats now ........ 18.32 § 
Outboards now |8.14° — 
(Above are answers from Yi 


APPER’S WEEKLY 


4000 questsonnasres; 


FUR-FISH-GAME's 75,000 readers are one of the mos: 
productive audiences of true, year-around sportsmen. Why 
Because many of them supplement their incomes with outdo 
activities. They like FUR-FISH-GAME because its stories 0° 
hunting, fishing and trapping are both authoritative an 
highly interesting 


Whether you sell sports equipment, tires, electrical app! 
ances, Cigarettes or supply kindred needs, you will find FUR 
FISH-GAME a splendid investment for building prestige an 
for producing inquiries. 

Covers Available 
hack and imside covers available for 1945. 
$500. Write us 


We bave a teu 
Prices im 2. 3 and 4 colors from $300 to 


what months you are interested in. 


TOPEKA - KANSAS 


353,000 Circulation, 65°° RFD,—S$1.25 per line 
Try It, Let It Prove What It Can Do For You! 


The A. R. Harding Publishing Co. 


175 E. Long St., Columbus 15, Ohio “aK 
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7 last month and expects a decrease | Neill, president, Schrafft’s Sales of chain store sales of the Chicag 
yf only 10% in its budget for coo | Sen phe Manager | Cr poration, was elected  vice- Becomes Graflex. Inc. pb remeg He was with Nation 
ming year. Maj. T. H. Johnstone has been| president: ‘J. William Johnson,| The Folmer Graflex Corporation, |Cash Register for 21 years before 
Activities of the WAPC, now |@Ppointed advertising manager of|sales executive, Dennison Mfg.| Rochester, N. Y., has changed its| joining OPA a . 
entering its third year, were re-|the Ottawa Journal. He was on Company, reelected secretary, and|Corporate name to Graflex, Inc. 
‘ewed at the “annual meeting” | the Journal staff prior to entering |G Lloyd King, vice-president and |The company makes cameras and | 
> ere last week. The committee | the service more than three years) sales manager, Lamont Corliss & | Photographic equipment. we ee 
. yas Roget by A Davis Mc- | #8°- 'Co., reelected treasurer. — —— BUYERS 
utchon, sales promotion manager eee ——  -- ‘Pearson Rejoins icsniinaal GRANG are es in Call- 
{ D. H. Holmes Ltd., New Orleans Sos " 00 alert Grange famities in “Oe 
aa ams whe Gis sede. Sales Managers Elect Rejoins Case-Hoyt Clifford E. Pearson, rationing | gm terns. Ovewon, Washingion. Op race im 
ng a practical plan of bringing J. C. Ray, sales manager, Fisk; Lt. Col. Jacob B. Greiner Jr, | executive with the Chicago OPA PACIFIC GR ANGE FARM GROUP 
ogether advertisers, media, and Tire division of United States Rub- | has rejoined Case-Hoyt Corpora-| regional office for the past three % PACIF ls Bido., San Pranclece 
agencies active in prosecuting the ber Company, has been reelected tion, Rochester, New York, after| years, is rejoining National Cash 1 Wm ons New York; Bi, J. Powers, 
var. president of the New York Sales|three years’ service with the | Register Company, Chicago, as a Chicago; Duncen 4 tea 
Managers’ Club. Walter A. Mc-|Army air force. ‘general sales manager in charge | 
Joint Sponsorship 
Leading New Orleans business 
men, advertising agency executives 5 dee, eS: Sy iy a Sa oe os eee ag: a ; 
and newspaper publishers ap- er ‘Ss if fa er a a ; wei a pee eee ee 
~ proved the WAPC and it was : ete ees | ef oes, fe . a Sek pig 
= turned over for sponsorship to the 
retail merchants’ bureau of the 
— New Orleans Association of Com- 
merce and the Advertising Club 
caYO. of New Orleans. 
i The committee sends out form 
ined letters to all war agencies each 
month, asking sums needed and 
classes of media desired for current | 
appeals. An allocations committee 
divides the available funds, which ym é ; 
are accepted or modified by an or, Metropolitan Life 


insu 


lA murese camranyy 


ipa. 7. executive committee. Copy is han- 

dled by schedules and production | 
he sea. Mm committees in cooperation with 
gardens, | the “Ammunition Club,” a group | 


hiladel- M of local advertising experts. _ 
k news. Local industries and stores con- | 
oughout | tribute the necessary funds. The| | Sete . 
scticide. MH committee has only one paid em-| § ‘ _ eon ane 
is the | ploye—the auditor who keeps rec- | RP ree 
ords up to date—with all other | 
services contributed to the many y 
ducteg causes supported by the advertis- oivipuacer. © 
repro- ‘28, pool. - 4 : ; ene aoreabts 
d fro: Herbert Kenney, publicity di- wy ie 4 $0 
e clu rector, Maison Blanche Ltd., is eyes a , 
“@ general chairman of the WAPC. ges z Cmvace ap 4 
a — ery it q 4 , : GMT Oa., ine 
OL . 50 Cedar % eee tumtaee 
Sales Group Elects *. 
S 7% William A. Collier, Leo J. Mey- 
— The berg Company, San Francisco, has 
es Pro-B been elected president of the San 
d to be rrancisco Sales Managers’ Asso- 
triotic B ciation. Other officers are: Don 
sind (nM H. McClinton, American Engrav- 
Pe ManBing & Color Plate Company, Ist 


r ended vice-president; O. R. Doerr, Pa- 
——B cific Gas & Electric Company, 2nd 
vice-president; Robert D. Stetson, 


Shell Oil Company, 3rd vice-presi- Bweel oa 
ient: Ed Perkins, International eee 
S Business Machines, secretary, and yer 


A. E. Littler, Western Union Tele- 
graph Company, treasurer. 


Westinghouse Fans 


88 2 one 
* Ready for Civilians 

First step in reconversion of 
42 electric fan production to civilian 
76 use at the East Springfield, Mass., 


lant of the Westinghouse Electric 
‘orperation, Pittsburgh, is in TRE hoger cess ot EL 
rogress, but with output re- ite: 3! ; ee 

ich stricted entirely to hospitals, war . 3 a NS a Pie 


lants and other essential uses, ac- 


yj 
MIL LLS, Inc. 


1a rding to J. R. Weaver, works , MI 
dees anager, and Walter B. Massen- at 
irg, manager of the fan depart- 
ment. 


Government contracts continue 
postpone introduction of post- 
- ar model fans, Mr. Massenburg 
id. The company is making two 


“gr bracket use bah af pe : =) @ / HEALTH-MINDED | AUDIENCE OF di 
3 AR “Health. -Minded FAMILIES © Influential HEALTH. LEADERS 
— BF You'll mm) 2 = | _ and a PLUS READERSHIP of 


eT hand it to us for . 


= | SERVICE! 
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418 S. Market St, Chicago 7 il EP ame”. \ te = lee SO — 
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AC Promotes Merrell Detroit Group 


Richard E. Merrell, ant oe ON di P] 
manager of national account sales | 
of the AC Spark Plug division of | uales ans 
General Motors Corporation, De- 


troit, has been appointed sales 
promotion manager of all AC re- Detroit, June 19—This auto- 
placement products. Earl Mc-| motive and war production center 


Ginnis, division advertising man- | made its first concrete move Sat- 
ager, will succeed Mr. Merrell,|urday toward holding a postwar 
and Frank E. Ray will become di- porate exposition. A committee, 
vision advertising manager. members of which include the 
city’s leading business and profes- 
sional men has underwritten the 
expense of conducting an exhaus- 
tive survey of the possibilties of 
holding such an event here. 
Known as the Detroit World’s 


‘‘No Burton Browne 
client has a 

zens have agreed that it would be 
desirable to set up an exposition as 


|soon after V-J Day as the neces- 
sary arrangements can be made. 


Study Already Financed 


“Since no such project would be 
complete without the cooperation 

. ee of the industries and talents which 
a aa te TE Vis a ‘have made Detroit great, it is 
‘about time to hold a fair on our 
/home grounds,” declared James W. 
|Parker, president of the Detroit 


ve advertising F Fair Committee of 100, these citi- 


be 


ENTS 


Edison Company and a member of 
the Committee of 100. 

Committee members said that a 
sufficient sum had been raised al- 
ready to assure a complete study 


for World's Fair |of the problems involved in con- 


|ducting a project of such magni- 
tude. Questions to be answered by 
the study are: 1. How much financ- 
ing is necessary and how could it 
best be underwritten; 2. What 
benefits might accrue to the city 
from holding such a fair; 3. Will 
Detroit rally the universal support 
needed to assure the fair’s success; 
4. When should a Detroit World’s 
Fair be held? The survey, in ad- 
dition, will make preliminary de- 
cisions on such sites as are avail- 
able for an exposition in the 
metropolitan area. 


Heads C of C Group 


Herman W. Steinkraus, presi- 
dent and general manager of the 
Bridgeport Brass Company, 
Bridgeport, Conn., has been named 
chairman of the newly appointed 
committee on business statistics of 
the Chamber of Commerce of the 
United States. 


‘THE BRIDGE TO” 


_ SOUTH JERSEY SALES: 


Coatesville . . a 
© Medene F owate suas 
7 uJ ¢ Moorestown 
tuck Rue err 


Within 25 miles of the Delaware River uN 
Bridge, connecting Philadelphia with 
Camden, live 450,000 South Jersey 
people. The Camden Courier-Post is 
the only newspaper that gives full coverage 
of South Jersey news. Asa result, it’s so strong 
among these Jersey residents of the Philadelphia 
market that its circulation in the Camden Trading Area 
is more than that of ALL THE PHILADELPHIA DAILIES 
COMBINED! It reaches five out of six homes in Camden County 
alone. For SALES IMPACT in this prosperous market . . . repre- 
senting approximately one-eighth of the entire Philadelphia 
A.B.C. Trading Area . . . the Camden Ceurier-Post is a MUST! 
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Security’ Groups ATTENTIO homemakers Cu 
of Utica... 
Build Campaigns Px Sh 
on Bernays Book Ho 
New York, June 21—Before Phi 
meetings of public relations, edu- housi 
cational, youth and other groups a pra 
in recent weeks, Edward L. Ber- “drea 
nays, public relations counsel, has to a: 
put several questions: To iatrodoce this amazing new cleaning product» 4-2. biti ot fx-tane home 
“1. How many of you have Paint Chane being ven (REE to every housed thin ity beta searcl 
members of your families in the Sep ety mp re Publi: 
armed forces? The 
“2. How many of you want with 
world peace? urban 
“3. How many of you in the buildi 
last year have done anything to alg ‘ : any | 
get world peace?” ork, ; using ys ay ir or in but i 
The answers to the first two| Severe! cities “ "a “~ units, 
were unanimous. Nearly everyone | “onder” paint ‘yy aa’ of 6 “toy centré 
nowadays has at least one rela- eee oo a . hol hg he count: 
tive in the armed forces, and oe gg Fe o Erick P y 28 The 
everyone wants peace. But only| ‘he city limits. fh ee new ¢ 
about 10% of the members of York, is the agency. the p! 
each of these groups, Mr. Bernays ately 
said, have done anythin g—|Francisco ordered 5,000 copies for 5% e 
whether to write to a Senator, an| distribution at the time of the 16% © 
editor, or otherwise to assert) conference. will | 
themselves and to act for peace. Gets Much Attention = 
Sell 40,000 Copies Advertising for the book itself vill ; 
; broke in the New York Times of 
On March 26, just a month be-| March 25 and 26. Other news- W: 
fore the opening of the San Fran-| papers carried announcements on Ni 
cisco Conference, Duell, Sloan &| March 25. A direct mail campaign Bn me 
Pearce published Mr. Bernays’|was launched to thousands of — 
book, “Take Your Place at the| group leaders and some 50,000 il- single 
Peace Table.” The book, all|lustrated folders were distributed. a 
royalties from which go to the| Franklin Spier, Inc., is the agency conter 
Red Cross, shows groups, business | jin charge. ‘ AIOE 
organizations and individuals how The book was plugged by speak- Altl 
they can promote action for peace.|ers on several New York and polled 
It tells how to make plans, de-|other stations, and on April 16 —, 
velop strategy and appeals, and|Mr. Bernays appeared on Maxine tentia 
organize campaigns of advertising| Keith’s program on the Mutual — © 
and publicity; how to employ va-|network. WNEW, New York, of hor 
rious media, and how to “organ-|staged a half-hour dramatization ing m 
ize your community for peace.” of it. Walter Winchell and other be gr 
Sixty organizations affiliated | columnists have mentioned it. brack 
with the American Association for} Among other organizations Sev 
United Nations are now using it.| which are aiding in promoting the buy 2 
Some 40,000 copies have beenj|book are the League of Women after | 
printed in two editions—30,000 | Voters, the Council for Democracy Post 
in a heavier paper edition in|and the National Association of conter 
single copies at $1 and 10,000 in| Business and Professional Women’s pec ois 
a lighter edition at 15 cents each|Clubs. The Book-of-the-Month questi 
|in quantities of 100 or more. San|Club is recommending it. t 
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Lawrence has no reconversion problem! Collie 
F Bosto1 
"NO RECONVERSION PROBLEM" means continued 
high employment . . . no loss of buying power . . . the 
best kind of market for your product. And the Lawrence 
EAGLE-TRIBUNE is the only daily with intensive cover- 


population 124,849). 


age of the Greater Lawrence market (ABC City Zone 


Read in 95 out of every 100 homes 


in Greater Lawrence. 


82°%, home delivered. 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 6 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 
National Advertising Representatives 


PHILADELPHIA CLEVELAND 


CHICAGO DETROIT 


te EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS _ 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 
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Curtis Survey 
Shows Postwar 
Home Preferences 


Philadelphia, June 20.—Postwar 
housing will be predominantly of 
a practical design rather than the 
“dream house” variety, according 
to a survey of the postwar urban 
home building market by the re- 
search department of the Curtis 
Publishing Company. 

The survey, based on interviews 
with families in 35 states and 118 
urban centers, shows that home 
building intent is not restricted to 
any particular geographical area, 
but in terms of actual housing 
units, the northeastern and north 
central regions lead the rest of the 
country. 

The average price to be paid for 
new or used homes is $5,943, with 
the principal demand for a moder- 
ately priced home. Fewer than 
5% expect to pay less than $3,000; 


16% will pay $3,000-$4,499; 25% 
will pay $4,500-$5,999; 21% ex- 
pect to spend $6,000-$7,499; 11% 


will pay $7,500-$9,999; and 10% 
will spend more than $10,000. 


Want Single Family Homes 


Ninety per cent of those plan- 
ning to acquire a home prefer a 
single family, detached house of 
six rooms. More than 70% will be 
content with one bathroom and a 
majority prefers three bedrooms. 

Although 98.3% of the families 
polled now own household appli- 
ances of some type, 67.3% are po- 
tential purchasers of one or more 
new major appliances. Purchases 
of home freezers, automatic wash- 
ing machines and dishwashers will 
be greatest in the higher income 
brackets. 

Seventy-eight per cent plan to 
buy appliances within two years 
after they become available. 

Postwar home improvements are 
contemplated by 67% of home 
owners who answered a different 
questionnaire. More than 52% ex- 
pect to paint the exterior and 46% 
will redecorate the interior of their 
homes. 


American Airlines 
Elects Smith Chairman 


C. R. Smith, formerly a major 
general in the U. S. Army, has 
been elected chairman of the board 
of American Airlines, Inc. R. S. 
Damon, vice-president and gen- 
eral manager, was elected presi- 
dent, succeeding A. N. Kemp, who 
remains a director. 

Mr. Smith served as president 
of American Airlines from 1934 
to 1942 when he entered the serv- 
ice as chief of staff and later dep- 
uty commander of the Air Trans- 
port Command. 


Crowell Ups Patterson 


E. J. E. Patterson, advertising 
sales representative for Collier’s 
for the past 18 years, has been 
appointed New England advertis- 
ing sales manager of Crowell- 
Collier Publishing Company in 
Boston. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
} 7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popu- 


lation. 


“independent Survey of Providence Bulletin 


Dunlop Rejoins CBC 


W. John Dunlop has returned 


'to the Canadian Broadcasting 


Company, Toronto, as commercial 
representative after a year and a 
half in the Royal Canadian Navy. 


Sales Heads Appointed 


Peyton M. Magruder, chief of 
new design of Glenn L. Martin 
Company, Baltimore, has been ap- 
pointed director of commercial 
sales. Also appointed by the com- 
pany were John H. Humpstone, 
assistant director in charge of ex- 


port sales; Howard Stansbury, 
sales engineer for the Mars and 
other flying boats, and John E. 
Soenke, domestic commercial sales 
and manager of special projects. 


Lowry Takes Sales Post 


C. Dean Lowry has been ap- 
pointed sales promotion manager 
|of Libbey - Owens - Ford Glass 
Company, Toledo. Mr. Lowry has 
been with the company since 1936, 
and since the outbreak of the war 
has been technical advisor to the 
aircraft industry. 


5. 


|}appointed I. A. Goldman & Co. 


N ss Ralph Harris Baltimore, to handle advertising 


Nash Mfg. Company, Jersey | 
City, N. J., manufacturer of bill- | Trade and consumer publication: 


folds and hand leathercraft, has 
appointed the Ralph Harris agency, | 
New York. Sunday newspaper | 
supplements, magazines, trade} 
publications and direct mail are| 
scheduled. 


Names Goldman 


Pressing Supply Compan Y; 
Philadelphia, manufacturer 
ironing board pads and covers, ae | 


| 
| 
| 


“THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}linois 
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y ee eyes of the world focus 
on San Francisco—gateway to the 
vast Pacific Empire of the future. 
Few cities have so glorious a past 
—none so brilliant a future. 

The Call-Bulletin, with the greatest 
daily newspaper circulation in the 
city of San Francisco, exerts a dom- 
inant influence on the life of this 
community. This newspaper, proud 
of its past, accepts its responsibility 


to a great future. 


REPRESENTED NATIONALLY BY 
PAUL BLOCK 


“as * 


Francisco Call-Bulletin 
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ebraska Sets Up 
Unit to Promote 
State Potatoes 


Omaha, June 19.—The Nebraska 
state legislature has passed LB 75, 
a bil! that would glamorize the 
Nebraska potato. 

The bill as enacted calls for 
*reation of a Nebraska Potato De- 
velopment Committee which will 
Mgage in “an active advertising 
‘ampaign to acquaint the public 
with the high quality and desira- 
bility of use of potatoes grown in 
he State of Nebraska.” 

An excise tax of one-half cent 
per 100 pounds on WNebraska- 
grown potatoes is provided, with 
proponents of the measure ex- 
pecting that the tax will yield 
$20,000 needed to support the pro- 
Mecram. The act iiakes it unlawful 
for any person to act as a potato 
shipper without first obtaining a 
license. 

The committee is 
devising a program 
to promote better 
production, storage, 


charged with 
of education 
practices in 


grading and) 


transportation of potatoes, to dis- 
seminate information, foster re- 
search and engage in other work 
for the improvement of Nebraska 
potatoes. 

The act, to become effective in 
August, also provides for the crea- 
tion of a division of potato de- 
velopment in the Department of 
Agriculture and Inspection. 


Hold-Bob Advertising 


Advertising of Hold-Bob bob 
pins, product of Gaylord Products, 
Inc., Chicago, will be placed in 19 
consumer magazines and nine 
trade publications each month 
through 1946. The ads are three- 
quarters or full pages in color, 
and are placed by Grey Adver- 
tising Agency, New York. 


Named Art Director 


George Krisvoy, recently re- 
leased from Army service, has 
been appointed art director of 
Lockwood-Schackleford Company, 
Los Angeles. Before entering 
service, Mr. Krisvoy was art di- 
rector of Desmond’s,southern 
California retail clothing chain. 


‘Patterson Joins BBDO 


| Harold H. Patterson, formerly 
‘with the sales department of 
|American Broadcasting Company, 
j|has joined Batten, Barton, Dur- 
stine & Osborn, Los Angeles, as 
account executive for Royal Crown 
Cola, Nehi and Par-T-Pak bev- 
erages. 


Frisco Lines to Gardner 


St. Louis-San Francisco Rail- 
way has appointed Gardner Ad- 
vertising Company, St. Louis, to 
handle advertising of the Frisco 
lines, effective July 1. Plans in- 
clude outdoor, newspapers, na- 
tional magazines and trade pub- 
lications, 


‘Puck’ Adds Roche 


Thomas D’Arcy Roche, formerly 
with Modern Metals, has joined 
the Chicago staff of Puck — the 
Comic Weekly. Mr. Roche will 
spend full time on the sale of 
space in Comic Pictorial, the 
Saturday colored comic supple- 
ment distributed with the Chicago 
Herald-American and the New 
York Journal-American. 


What the 


PUBLISHERS DISTRIBUTING CORPORATION 


] 
, 


has done for its Publishers -_.. 


If you are a publisher interested in newsstand sales— 


Look at the progress made by William M. Cotton, Publisher of MOVIES, MOVIE 
LIFE; MOVIE STARS PARADE and PERSONAL ROMANCES. 


He was the first publisher to arrange for Publishers Distributing Corporation to handle his 


newsstand distribution in 1940 and here are the newsstand sales results: 


% Gain 
1940 1941 1942 1943. Over 1940 

MOVIE LIFE ........ 149,142 210,100 *248,590 352,855 236.6% 
Ee 131,784 154,108 *149.419 317,562 241.0% 
MOVIE STARS 

0 \/ 156,499 *154,268 336,090 214.8% 
PERSONAL 

ROMANCES ...... 142,439 204,583 310,915 *417,935 293.4% 


* Cover price increased from 10c to 15c 


V First A.B.C. figures 
+ % Gain over 1941 


Even with increased cover prices, these magazines show great percentage gains in newsstand 
sales ranging from 214°/, to 293%. 


In order to accomplish this fine record, considerable team work went on between publisher and 


distributor. 


It is this kind of business cooperation that the Publishers Distributing Corporation is prepared 


to extend to any other publishers interested. 


PUBLISHERS DISTRIBUTING CORPORATION 


1841 


Broadway 


the Publishe 
fi Movies, Movie 


Telephone: Columbus 5-0480 


f advertisements to appear 
rs Distributing Corporation 
Life. Movie 


Stars Parade 


here 


New York 23, N. Y.. 


The third will take up 
William M 


and Personal Romances 


has done for 


Reynolds Plans 
for Postwar Uses 
of Package Film 


Richmond, Va., June 19.—An 
extensive postwar building and 
research program by Reynolds 
Metals Company, to begin when 
the government lifts restrictions 
on materials, was announced to- 
day by E. M. Kratz, assistant to 
R. S. Reynolds, president. The 
company at present is engaged 
100% in supplying heat-sealed, 
moisture-proof material to the 
Army and Navy. : 

Mr. Kratz said the company 
plans to build enlarged experi- 
mental laboratories in which to 
conduct further research on film 
packaging materials for postwar 
use. He envisages greater use of 
aluminum and lead foil wrapping 
after the war for packaging mer- 
chandise, foods and_ electrical 
products. 


Orders Behind Demand 


The current military demand, 
however, has company production 
two months behind orders, since 
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much of the war equipment in Eu- 
rope—radios, food, weapons, med- 
ical supplies, ete.—is being re- 
wrapped to withstand climatic 
conditions in the Pacific theater. 

J. Walter Thompson Company, 
New York, handles advertising of 
the company’s aluminum aircraft 
parts and metal foil. 


Packard-Bell Appoints 


Packard-Bell Company, Los An- 
geles, manufacturer of radios and 
Phonocords, has appointed Lock- 
wood-Shackleford Company, Los 
Angeles, to direct its advertising. 
The campaign will include an 
audience participation show to be 
tested for 13 weeks over KFI, Los 
Angeles, and later expanded to the 
NBC Pacific Coast network, as 
well as color pages in West Coast 
editions of The American Weekly, 
Pictorial Review and Sunset. 


To Gebhardt & Brockson 


Robert W. Bentley, former ad- 
vertising manager and northern 
Illinois sales representative of 
C. F. Pease Company, Chicago, has 
joined Gebhardt & Brockson, Inc., 
Chicago, as account executive. 


Hi Line...10 ! 


A TREMENDOUS | ; 


NEW MARKET || 


products. 


ing for electrification. 


| EIGHT OF THESE TWELVE 


The Midwest Farm Paper 


serves these 8 Midwest States 
which have an average farm in- 
come of $5,219, as compared with 
$2,758 for the other 40 states. 


These five local farm papers have 
been active champions of greater 
farm electrification for more than 
twenty years... and are most ef- 
ficient in helping advertisers sell! 


OVER A MILLION FARMS 


THE NORTH CENTRAL STATES have 
41% of all electrified farms ... 
half of the total U. S. Farm cash income! 


With over one million electrified farms in | 
| this area, it is by far the largest farm elec- | 
| tric market today. Farmers in these states 
| are eager to buy all types of electrical 
| Over half of these farms have 
been electrified since January 1, 1939 and 
hundreds of thousands of farmers in the 

Midwest 8 States are now anxiously wait- | 


and nearly | | 


Unit 


SEND FOR THIS 
ELECTRIFIED FARMS... U.S. A. will 


be sent to you on request. 


It contains all 


data on farm electrification, important to 


sales and advertising executives. 


Write for 


your copy of this folder filled with facts about 
a tremendous new market. 
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CHICAGO 2 
6 N. Michigan Ave. 


DETROIT 2 
$42 New Center Bidg. 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farm 


Nebraska Farmer Wallaces’ Farmer & lowe Homesiead 


RM PAPER UNIT 


LOS ANGELES | 


SAN FRANCISCO 4 


Russ Bidg. 313 W. 6th St 
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RFC Plans Regular 
Ad Campaigns for 
Surplus Property 


Washington, June 20. — RFC’s 
advertising people and Fuller & 
Smith & Ross, RFC agency, are 
working out plans for advertising 
of surplus war property which will 
involve regularly scheduled inser- 
tions in publications throughout 
the country. 

While there have already been 
58 separate advertising projects, 
according to Boynton Hayward, 
chief of the RFC advertising sec- 
tion, surplus property advertising 
until now has been chiefly on a}! 
one-shot basis. But disposal prob- 
lems, particularly in the Phila- 
delphia, Chicago and New York 
areas, indicate the need for con- 
tinuous insertions. 

Largest RFC effort to date in- 
volved 722 newspapers and a list 
of 11 aviation and four business 
papers for the popular Cessna pas- 
senger plane, and for local sales 
of surplus trainer planes. 


To Add New Offices 


With the size of the surplus) 
property problem mounting, and | 
RFC expanding its 3l-office setup 
to an anticipated 50 offices and) 
showrooms, Mr. Hayward said) 
that Fuller & Smith & Ross had} 
decided to retain the McCarty 
Company, San Francisco, as its | 
representative to assist RFC agen- | 
cies with sales problems on the) 
West Coast. 

From New York, Fuller & Smith | 
& Ross has decided on a plan to| 
assign staff members to the job of | 
advising each of the other RFC 
field offices, with Les Burrow, for- 
merly serving the Westinghouse | 
account, handling New York, | 
Philadelphia, Boston and Rich-| 
mond, and Clarence Meermans | 
starting with Cleveland, Chicago | 
and Detroit. Milton Decker is the 
account executive. 


Augmenting Field Staff | 


According to Mr. Hayward, the | 
Fuller & Smith & Ross “field staff,” | 
which is still being built as new | 
men are hired who can release | 
staff members from other ac- 
counts, will be in a position to re- 
view and make prompt recom- 
mendations on any sales problem 
raised by the variety of capital 
goods items which may be in stock | 
at an RFC branch. The agency’s 
recommendations are then relayed 
to Washington for approval, and) 
all contract commitments are | 
made from Washington. 

During the past week, nine new | 
showrooms were added to the 31) 
already operating. Eventually RFC | 
expects to have 50 showrooms for | 
its goods, but estimates show that | 
75% of the surpluses are likely | 
to accumulate in six or seven) 


cities. 
RFC’s “sales manager’ Joseph 
P. Woodlock, formerly of B. F.! 


Goodrich and Crucible Steel, feels | 
that publications in the _ trade 
ields, because they are highly | 
pecialized, can be used to great | 
dvantage in acquainting indus- | 
tries with the types of surplus | 
‘FC has to sell. He points out! 
that the trade media have already | 
een used for steel, metal tubing, 
ircraft and motor generating sets. 
Meanwhile, at the Department 


distant fucure. 
production is ne 
: a 
» plans are being ™ 
pand at home a 
ighout the wor 


JRLD PETROLEUM 


the world's important planners, here and abroad. | 


| 


NOGR THE MANAGEMENT OF 
“EX W. WADMAN 


| 45TH STREET » NEW YORK 19, N. ¥, 


of Commerce the job of selecting 
an agency bogged down, with no 
date in view for even the pre- 
liminary elimination. 
liam McDermid, 
Mennen, Hoover and in the private 
consulting business, a few small 
newspaper campaigns have been 
used to promote nearby machinery 
sales, but advertising for consumer 
goods surpluses has yet to ap- 
proach the RFC tests. 

During the past week, Com- 
merce advertising and publicity 
staff members from all parts of 


\the country gathered in Chicago 


‘for a discussion of procedures. 
'During the five-day sessions they 
jheard talks on the possibilities of 
Under Wil-| various media from leaders in the 
formerly with / field. 


Whisky Bill Defeated 


The Illinois state senate has de- 
feated a bill by Sen. Connors of 
Chicago, which would have made 
it unlawful to label liquor as 
whisky unless it contains at least 
50% straight whisky aged at least 
og 2 years. The vote was 19 
to 16. 


Remington Rand Moves 
Remington Rand,.Inc. will move 
its advertising department from 
Buffalo to New York on Aug. 1, 
to provide closer contact between 
the department and advertising 
agencies working on its accounts. 


Chelsea Appoints Agency 


Chelsea Lamp & Shade Com- 
pany, New York, has appointed 
Wortman, Barton & Goold, Inc., 
New York, to handle its advertis- 
ing. Business papers and maga- 
zines will be used. 


357 


Renwal Appoints Leon 


Renwal Mfg. Company, plastic 
toys, New York, has appointed S. 
R. Leon Company, New York, to 
handle advertising. 


CORN — HOGS — OATS — CHICKENS 
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CATTLE — SHEEP — HAY — WHEAT 


‘In TIME ...You Will Find 


és 


Jomorrows Best Customers” 


Dun & BrapstrEET reports that 22,314 American 
companies plan to introduce new lines or products 


after the war. 


Some of these products will catch on, some will 
fall by the wayside. Those which succeed will do 
so because certain alert people around this country 
were not afraid to try something new: saw the worth 
of these products, bought them, talked them up to 
their neighbors, friends, and business associates. 

These are the kind of alert people you think of 
when you think of the readers of Time. 

Every week the more than a million Time-reading 


families spend a whole evening or more with their 

copies of Time finding out what is new in the world; 

no wonder they have the habit of progress. 
And with more than twice the average income, 
Tim_E-reading families can afford to be the first to 
invest in good new ideas. They buy new cars more 
frequently, own better homes, entertain and travel 
more, are better customers at the better drug, food 
and department stores. And they set the pace for 
and influence the buying habits of 30 million other 


families. 


The best place to introduce your postwar prod- 
ucts to America’s best customers is Time, the maga- 
zine they prefer 9 to 1 over any other magazine that 


carries advertising. 


A Great Consumer Magazine 
offering you more than a million tamiles 


who are Americas Best Customers 
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AFA Elects Members 


Advertising Federation of 
America has elected to member- 
ship P. Lorillard Company, New 
York; Holden-Clifford-Flint, Inc., 
Detroit; Home News Publishing 
Company, New Brunswick, N. J.; 
The Nestle-LeMur Company, New 
York; Petroleum Transporter, Lin- 
coln, Neb., and American Here- 
ford Journal, 


WHNC, WALL to MBS 


WHNC, Henderson, N. C., and 
WALL, Middletown, N. Y., have 
joined Mutual Broadcasting Sys- 
tem, bringing the network’s total 
to 268 affiliates. WHNC, owned 
by Henderson Radio Corporation, 
operates on 250 watts, 890 kc., 
and WALL, owned by Community 
Broadcasting Corporation, oper- 
ates on 250 watts, 1340 kc. 


Kansas City. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


BUFFALO’S 


BLUE 


NETWORK 
_ STATION | 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


Z. 


: P A jeg 
ROADCASTING 
‘CORPORATION. 


RAND BUILDING, BUFFALO. NEW YORK 


FREE & PETERS, INC 


Current Consumer Goods 
Outlock Is Bleak 


A bleak picture of the current 
merchandise situation was revealed 


last week by John C, Goodall, 
|general manager of the Merchan- 
|dise Mart, Chicago, after survey- 
ing the manufacturers and whole- 
salers in the Mart. It shapes up 
this way: 

“Furniture — Shortages of ma- 
terial and manpower are more 
acute than ever, and few, if any, 
firms see any increase in produc- 
tion of consumer goods. 

“Floorcovering and upholstery 
fabric—The situation here is defi- 
nitely deteriorating, with the in- 
dustry expecting an increase on 
government orders, 

“Major appliances and house- 
wares—Recent spot authorization 
in both lines will have little or no 
effect on the consumer, since the 
difficulty of obtaining material 
and transferring labor from war 


es Business ee Are fice for a Feacetime ae 


contracts is too great to result in 
any improvement. While refrig- 
erators and stoves are now being 
produced by some companies, the 
bulk of the new products will be 
channeled into institutional use, 
and any civilian sales must be ap- 
proved by priority. Difficulties in 
the package end preclude easing 
of the kitchen-ware situation. 

“Lamps—tThe lamp industry has 
received permission to resume 
manufacturing, but manufacturers 
of sockets and switches are still 
engaged heavily in war work, and 
as a consequence few, if any, 
lamps will be available for civilian 
use. 

“Gifts—With a slight slackening 
of orders from merchants who 
probably feel there will be other 
types of goods available, it may 
be possible for stores to purchase 
miscellaneous gift items. 

“Women’s apparel—Recent WPB 
order M-388 plus MAP will result 
in a shortage of higher-price gar- 


ments. It is doubtful that these 
two directives will result in any 
appreciable increase in low-price 
garments because of extreme fab- 
ric shortages due to Army and 
Navy demands. 

“Men’s apparel—Shortage in 
men’s apparel will be even more 
serious because government de- 
mands are on the increase.” 

* * * 


The use of glass fabrics for auto- 
mobile tires is in the experimental 
stage and civilians will probably 
get their first use of them after 
the war, it is reported in “Ceramic 
Industry.” It also reveals that wicks 
for certain types of oil lamps are 
now made of similar glass fabric, 
which possesses non-charring and 
non-smoking qualities. 

* 1 * 


After severe testing in combat, 
a new line of plastic upholstery will 
soon be a civilian issue item, 
United States Rubber Company 
revealed last week. Known as 
Naugahyde, the fireproof-water- 
proof material will be made in a 
wide range of colors and a variety 
of grains. 

Since January, 1943, Naugahyde 
has been mandatory equipment for 


all Navy combat ships, the com-| 
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pany reports. Used for seating n 
all types of motorized units, in- 
cluding tanks, trucks and jeeps, it 
has also been used as turret lini: g 
and wall covering, as well as se it 
covering, in bombers, fighters aid 
transport planes. 

Easy to tailor and flexible, it 
will not get hard or crack and w |] 


resist edge-wear, abrasion, scuf- 
fing, flexing and wrinkling. 
* * cod 
Observation by a_ turpentine 


still operator, who saw that the 
ground surrounding his plant cid 
not become muddy after a rain- 
storm, has resulted in a product 
called Stabinol, which will be used 
as a stabilizer on concrete road 
projects and for airport runways, 
The treated-earth product is being 
made by the Hercules Powder 
Company. 
* * 

A variation of the British plan 
of renting television sets is point- 
ed out in a recent issue of “Syl- 
vania News,’ house organ of the 
Sylvania Electric Products, Em- 
porium, Pa., which suggests that 
American video set distributors 
sign “customers” up for quarterly 
periods. 

Originators of the plan say that 
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ROX NAAN 


The B.R.D.G. is not only a better mousetrap 

. but it’s built to function on a highly localized basis. 
Each is the “Shome-town”’ paper .. . 
to its section . . 


each is concentrated 
. each has an intensity of readership 
not approached by any other type of trade publication .. . 

a penetration created through personality, confidence and 
neighborly interest. The Basic Regional Drug Group 

offers you 5 influential drug trade papers in 5 concentrated and 
highly important drug markets. Use these strong, 

close-to-home publications to lend intensive support to your 
sales organization and your wholesalers in these 

important primary drug markets. 


GROUP OFFICES: 2642 UNIVERSITY AVENUE 


You don’t have to buy every 
printed drug paper to inspire 
the local interest commanded by 
these sectional publications. Get 
an effective close-to-home cover- 
age without paying for unpro- 
ductive, hit-or-miss circulation; 
reach an intimate, attentive, 
high-purchasing audience in the 
Basic Regional Drug Group. 


PACIFIC DRUG REVIEW 


SIC REGIONAL DRUG GROUP 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 
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iy television sets are made avail- 
able on a rental basis, a hundred 
persons would rent sets compared 
to the one person who would buy 
a set; that the plan will require 
no great cash outlay since the in- 
vestment will be more than re- 
turned in rental, and that as the 
listening audience gains in size 
through this plan, sponsors will 
ore readily be found for the ex- 
pensive evening shows. 


~~ 


* * * 


Civilian aircraft after the war 
will consume more than _ 1,000,- 
000,000 gallons of gasoline a year, 
it was predicted recently at a 
meeting of the Society of Auto- 
motive Engineers. 

G. K. Brower of American Air- 
lines, New York, said he expected 
by 1954 air transport operators 
alone would be paying more than 
$70,000,000 annually for fuels and 
lubricants. He said they will be 


less interested in the so-called 
“super-fuels” than in a_ limited 
number of grades of gasoline 


which economically would satisfy 
varying operating needs. 
Gasoline of 91 octane number 
is satisfactory for domestic air- 
line operation, according to Earle 


A. Ryder of Pratt & Whitney Air- 
craft division, United Aircraft 
Corporation, East Hartford, Conn. 
He said the income from pay loads 
is the criterion of fuel values, 
pointing out that the more costly 
fuels would be satisfactory only 
if, in reducing fuel consumption, 
they simultaneously permit in- 
creases in payloads. 


* * * 


Hotels are planning the imme- 
diate expenditure of $300,000,000 
for rehabilitation after the war, 
according to an article in a recent 
issue of “Furniture Age.” 

Furniture expenditures were es- 
timated by J. E. Frawley, presi- 
dent of the American Hotel Asso- 
ciation, as amounting to not less 
than $24,586,712 of the total 
planned for rehabilitation. He 
said this is exclusive of any new 
hotel building that may be under- 
taken in congested areas suffering 
from a shortage of rooms. It is 
believed there will be relatively 
few such areas when conditions 
return to normal, The hotel in- 
dustry was substantially overbuilt 
after the last war, and as a result, 
many hotels were forced into 
bankruptcy. 


the no-product-to-advertise problem. 


posters of the series, 


PHANTOM—lIn this Sunrise ham poster prepared by Anfenger Advertising 
Agency, St. Louis, for American Packing Co., the ham that isn't there solves 


The same idea will be used in other 
with change of copy. 


Use of Newsprint Paper 
4.2°/, More in May ‘45 


Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association used 205,797 tons 
of newsprint during May of this 
year, an increase of 4.2% over 
May, 1944, when the total was 
197,427 tons. 

During the first five months of 
1945 the reporting mewspapers 
used 972,088 tons of newsprint, a 
decrease of 0.5% under the same 
period last year. Total estimated 
newsprint consumption in the 


United States for May, 1945, was 
283,858 tons, with the estimate 
for the first five months this year 
at 1,340,811 tons. 


Clears Time for Coca-Cola 


Coca-Cola Company, Atlanta, 
will begin thrice-weekly presen- 
tation of “Victory Parade of Spot- 
light Bands” on MBS the week of 
July 9 when Pharmaco, Inc., New 
York, vacates Friday, 9:30-10 p. m., 
EWT, by shifting “Double or 
Nothing” to Sunday at 9:30 p. m., 
July 15. The latter spot will be 
clear for Pharmaco when Employ- 


“A “ 


andy list of 
REAL farmers 


OF GOOD FARMS”... 


says H. L. Gray, V. P. 


It 


State Bank, Spring Green, Wisconsin. 


and Cashier, Farmers 


Capper’s Farmer attracts the practical farmer be- 
cause its editorial content is so thoroughly practical, 
The bulk of the information it contains are methods 
and ideas which other practical farmers have tried 
and found successful. In discussing a single topic, 
such as hybrid corn, you will often find a dozen or 
more farmers have been queried and their experi- 
ences checked one against the other. 


is the authentic “grass roots” 


America. 


Hybrid corn growing near Spring Green, Wiscon- 
sin. Note the paper bags over the ears of corn. 


CAPPER’S FARM 


The ONE National Farm Magazine that Speaks the Farmer's 


Rigdon 


59 


ers Group, Boston, moves Cedric Cee 
Foster from 9:30 to 6:30 p. m. Sas 
Sundays, effective July 8. 

The Sunday 6:30 quarter-hour a 
is now filled with news commen- “ee 
taries by Upton Close, who leaves 
the air July 1 for Lumbermens " 
Mutual Casualty Company, Chi- aaah 
cago (AA, June 18). D’Arcy Ad- : 
vertising Company handles Coca- 

Cola and Ruthrauff & Ryan is in 
charge of Pharmaco. 


To Beaumont & Hohman 


The Kansas City office of Beau- 5 
mont & Hohman has been ap- 
pointed to handle advertising of 
Colonial Company, maker of Aunt 
Martha’s Hot Iron transfers for 
embroidery and needlework. Pre- 
liminary advertising will be con- 
fined to a limited number of wom- 
en’s magazines. 


COLUMBIA 
NETWORK 


editorial content 
that keeps Capper’s Farmer high in the esteem of 
1, million families who farm for a living in mid- 


' 


Language 


BROA DCASTING 
CORPORATION. 
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Lord Joins Wheelock 


Anthony Lord, formerly man- 
ager of advertising, American Can 
Company, New York, has joined 
the sales promotion staff of Ward 
Wheelock Company, Philadelphia, 


Keystone on Vacation 


Keystone Art Studios, Chicago, 
will close for a two-week vacation 
June 29. Offices will be reopened 
July 16. 


Radio ‘Give-away’ 
Bill Hits Total 
of $1,000,000 


(Continued from Page 1) 


ments went on the air, listeners 
and members of studio audiences 
who participate in give-away pro- 
|grams of one kind or another en- 
rich themselves by over $20,000 a 
week — considerably more than 
$1,000,000 a year. 

| The big network shows, topped 
|\by “Dr. I. Q.,” which averages 
|$850 in give-aways every time it is 
jon the air, account for slightly 
over $7,000 of this weekly total, 
while the remaining $13,000 comes 
from local and regional programs, 
sponsored and sustaining. The 


|give-aways on these local shows 


range from “token payments” to 
substantial cash awards, not in- 
frequently topping $100 a week. 


| pole, 


This single-station figure is all|that the magnetism of money 


the more remarkable, because the | 


ADVERTISING AGE study, in which|of such shows, 


481 replies were received, cover- | 
ing every important commercial | 
radio station in the country, 
showed only 237 carrying give- 
away programs of any kind. A 
substantial segment of the re- 
remainder indicated that they 
wouldn’t touch a local give-away 
show with the proverbial ten-foot 


The praise or blame for the 
whole quiz-for-cash idea appar- 
ently rests with Jerry Belcher 
and Parks Johnson of Vox Pop 
fame, who devised a question and 
answer program on a local Texas 
station in 1933, and thereby fath- 
ered the brood which has grown 
to enormous size now. 

As radio experts have figured it 
out, the appeal of the quiz shows 
is three-fold: 

1. The innate impulse to show 
off one’s knowledge. 

2. The desire for self-improve- 
ment. 

3. The human instinct to take 
a chance. 

They don’t even mention the 
money angle. It’s taken for granted 
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There's no one good answer to that question. 


For in one hospital a certain department head may 
be the most important buying factor for one prod- 


uct and have little or no interest 


the next hospital the head of the department may 
rely on the purchasing agent; in still another the 
business manager or the superintendent may be 
the all-important individual to sell. 


The point is that each sale to each hospital is an 
individual problem; the procedure that brought 
excellent results here may prove disastrous there. 


And that's why advertising to this market is of 
such vital importance. Well-conceived advertising, 
aimed at selling everyone in the institution—which 
reaches all the possible buying factors—can pro- 
duce results greatly out of proportion to its cost. 


The best presentation of your story must neces- 
sarily be your job. Ours is to see that it reaches 
all the people who can influence results. For years 
our balanced editorial program of practical articles 
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and the best news service in the field has made 
HOSPITAL MANAGEMENT of real interest and 
value to all the management and administrative | 
personnel. And in articles, correspondence and CBS—‘“Take It or Leave It,” spon- 
display advertising we have encouraged the rout-. 


to all department heads, insuring 


deep penetration into the market and exceptionally | 


broad coverage. 


ized to buy. 


For Detailed 
Reterence Doto 
See 


THE MARKET 
DATA BOOK 


Business 
Publications 


Edition 


More than 75% of the hospitals where HOS-_ 
PITAL MANAGEMENT is received route copies. 
from one department head to another, making it 
certain that technicians whose advice must be “MBS—‘What’s the Name of That 
sought are conditioned beforehand; insuring the 
fact that your story reaches all who are author- 


| 
| 
| 
| 
| 


Join the hundreds of advertisers who are find- 
ing HOSPITAL MANAGEMENT the ideal medium) 


for increasing their sales in this vast market. One 


complete details of our remarkable story. 


Hteilal 


plays no small part in the success 


Costs Are Low 


Despite its usually spectacular 
appearance, the quiz or give-away 
program is likely to be relatively 
inexpensive. While the m.c. tosses 
someone else’s $100 bills around 
as if they were someone else’s, 
such programs actually cost much 
less than good musical or variety 
programs. 

Furthermore, quiz programs 
produced for $3,000 a week can 
and frequently do gain a higher 
audience rating than many “fea- 
tured star’ shows costing double 
the figure. Local telephone quiz 
shows, sponsored or sustaining, 
often achieve practically solid 
listening audiences in their com- 
munities for awards of trifling 
value in themselves. Yet the sur- 
vey showed the outflow of 25c war 
stamps, orchids, theater tickets, 
photo coupons, seeds, silver dol- 
lars, etc. by individual stations 
adds up to more than $12,500 a 
week. About $8,500 of this is in 
cash awards, the rest in merchan- 
dise. 


How Network Programs Stand 


As of the date of the AA study 
the value of weekly awards on 
network quiz and give-away pro- 
grams on the American Broadcast- 
ing Company, Columbia Broad- 
casting System, Mutual Broad- 
casting System and the National 
Broadcasting Company stacked up 
like this: 

ABC—“Darts for Dough,” spon- 
sored by Dr. Pepper Sunday 
afternoons . . . $250 in cash. 

“Quiz Kids,” sponsored by 
Miles Laboratories (Alka Selt- 
zer) Sunday evenings .. . $500| 
in war bonds for participants | 
and 13 $75 postwar Zenith | 
radios for listeners who send 
questions used. 

“Breakfast in Hollywood,” 
sponsored by Procter & Gamble 
and the Kellogg Company, 
weekday mornings . . $150- 
$200 in cash and merchandise. 
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Song?”’, 
Company, 
. . $168. 
“Never Too Old,” sustaining 
weekday afternoons . . . $44. 
“Quick as a Flash,” sponsored 
by Helbros Watch Company 


sponsored by Knox 
Sunday afternoons 


Sunday afternoons $31) 
and a watch. 
“Sweetheart Time,” spon. 


sored by Gum _ Laboratories, 
Sunday afternoons. . . $80 an 
two Gruen watches. 

“Double or Nothing,” spon- 
sored by Pharmaco, Inc., Fri- 
day nights... $450. 

NBC—“Information Please,” spon- 
sored by Socony-Vacuum Oi] 
Company, Monday nights 
$350 and sets of Encyclopedia 


Britannica. 

“Truth or Consequences,” 
sponsored by P&G, Saturday 
nights .. . $10. 


“Can You Top This?”, spon- 
sored by Colgate - Palmolive - 
Peet, Saturday nights .. . $90, 

“People Are Funny,” spon- 
sored by Brown & Williamson 
Tobacco Corporation, Friday 
nights .. . $500. 

“Kollege of Musical Know)l- 


edge,” sponsored by Colgate- 
Palmolive - Peet, Wednesday 
nights . . . $250. 

“Dr. I. Q.”, sponsored by 
Mars, Inc., Monday nights . . 
$850. 


“Skelly News,” sponsored by 
Skelly Oil Company, weekday 
mornings .. . $100. 

“Tin Pan Alley,” sponsored 
by Leaf Gum Company, Satur- 
day nights... $125. 


Top Advertisers Represented 


Some programs have been 
dropped and others have come on 
the air since the tabulation was 
made, but when the money awards 
and the merchandise value 
added and assessed for a weekly 
average, listeners and participants 
of the network quiz shows have 
toted home well over $6,000 as a 
minimum, while the maximum is 
over $7,000. 

As the tabulation reveals, top 


“Glamor Manor,” sponsored 
by P&G, weekday mornings... 
$150-$200 in washing machines, 
stockings, compacts, etc. 

“Chatham Shopper,” spon- 
sored by the Chatham Mfg. 
Company, weekday mornings 
. . . $100 in war bonds. 

“Blind Date,’ sponsored by 
Lehn & Fink, Monday evenings 
- /. $200. 

“Ladies Be Seated,” sustain- 
ing, weekday afternoons . 
$250-$300. 


sored by Eversharp Pen, Sun- 
day evenings .. . $336. 

“Which Is Which,” sponsored 
by Old Gold, Wednesday nights 
oss Beet. 

“Kate Smith Speaks,” spon- 
sored by General Foods, week- 
day mornings . . . $350 to hos- 
pitalized vets. Another show, 
“Let Yourself Go,” offers a 
$1,000 college tuition scholar- 
ship. 


.| containing a total of more than 15 


|}used and are using the quiz shows 
|for their advertising. Canada Dry, 
| Lucky Strike, Heinz foods and So- 
| xony-Vacuum oil have successively 
|been promoted on “Information 
Please,” as an example, boosting 
its weekly production price from 
$400, when it was an NBC sus- 
tainer, to the present $10,000. 
The program has received as 
many as 28,000 letters per week, 


million questions since the show’ 
inception in May, 1938. The mail 
is no little problem in itself, neces- 
sitating a heavy staff in the offices 
of Dan Golenpaul, the show’s pro- 
ducer and owner. 


Special Staffs Needed 


The flood of mail “Dr. I. Q.” 
(Jimmy McClain) gets each week 
is handled by a dozen specially 
trained girls in the Chicago offices 
of Grant Advertising, Inc., which 
handles the account for Mars, Inc. 


Part of their job is selecting ques- 
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17 out of 20 New York homes are located 


vated lines. That means about 86°% of New 
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The Only Hospital Publi- 
cation which is a member 
of both the ABC and ABP. 


100 E. OMFO STREET, CHICAGO 11 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency...the unique combination in 
Subway Advertising. 


630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 


New York Subways Advertising Co., Inc. 
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Ox ; 
ns [gtions that are topical, and are Kiesewetter A en chairman of the board, with Wet-|cast of the final play-off of the;Stern, NBC sports director, will 
neither too hard nor too easy for B g “id terau and Baker vice-presidents. | All-American Golf Tournaments, | be aired over the full NBC net- 
i, ibe average contestant. Besides, | Becomes Partnership The agency is planning adver-|to be held at Tam O’Shanter|work from 5:30-6 p. m., CWT. 
’ Bthe staff must check other quiz} H, M. Kiesewetter Advertising | tising for several new products of | Country Club, Chicago, on July 29.| Agency for May is the Jim Duffy 
eq shows to see that they don’t use| Agency, New York, has become | Norwich Pharmacal Company, not| The broadcast, described by Bill |Company, Chicago. 
y, the same questions. _.|a partnership with the company | Previously advertised. 
i] pon gl the — shows will|name changed to Kiesewetter, eee ae 
get even more play as an amus- . 
n. ing, nationwide extension of the Atlas Widens Research 2 : 
es gold fashioned parlor games when Atlas Powder Company, Wil- For Best Results Advertise a 
nd @war news allows time and mood mington, Del., has announced ap- 
" hor grewien, lewaey, is still a moot propriation of $400,000 for the “CONCENTRATED” 
n. @guestion. It is the opinion of some construction of new units to ex- 
“ program experts, however, that pand research facilities in Wil- NEGRO MARKETS 
the best of the quiz programs, on mington. The new research will i 
yn. beir intrinsic merit, will hold up be in the field of organic chem- Gee. CHICAGO for your test of America's 
oi] a popularity ind rechain as : icals and their uses. great Negro market. Chicago, with its more than 
.,gporm,=of raqgio_ entertainmen Kiesewetter Wetterau Baker Soeo 400,000 Negro population is covered by the CHI- 
. worthy of sponsorship. } ol me y y 
din BVOTMAY OF 8D P Wetterau & Baker. Rudolf Wetz May to Sponsor CAGO DEFENDER — largest concentrated A.B.C. 
= B di R di terau, art director, and Samm Ss.| Golf Meet on NBC Negro circulation in the world. 
uy FPCNaGIX Maa1OS Baker, director of radio and tele-| The George S. May Company, Witte fer tafermatten: 
to Be Produced vision, will acquire substantial | Chicago business engineering firm, GEORGE T. HOPEWELL, Exclusive Representatives 
on- interests in the corporation. H. M./has signed with NBC to sponsor NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 
re W Kiesewetter will be president and|an exclusive, on-the-scene broad- 
«ion West Coast 
on- 
ae Santa Barbara, Cal., June 19.— 
ay @As its contribution to a_ well- 
“ Brounded postwar economy in the 
wl. @Vest, Bendix Aviation Corpora- 
te. ion will manufacture on the Pa- 
day cific Coast a complete line of 
radios and radio phonograph com- 
by @Pinations, it was disclosed at a 
_* FRistrict distributors’ meeting here 
last week. 
by This new move, W. P. Hilliard, 
day @eneral manager of the Bendix 
Radio division in Baltimore, told 
req @aistributors, “will give our far 
‘ur- vestern dealers and the Pacific eee 
Coast radio buying public the : ; 
venefits of more efficient delivery 
i — gt dey costs made pos- 
sible by reduced shippi har 
een y | shipping charges 
» on een Pa materials and finished YOU OUGHT TO BE IN PICTURES... 
re products.” 
vay Mr. Hilliard revealed that his 
. jporganization already has in motion 
okjyqpoint plans for launching produc- 
antsqon of radios and radio-phono- ss » , : . . 
iaveeraph combinations in California That’s right. You belong in the movies . . . In motion 
4s agend in Baltimore as soon as the i isi i 
aS te ilitary situation permits. picture advertising . -- one of today’s most 
ee powerful advertising media. 
a 4 Ibert White Rejoins And here’s why: In just one movie 
ows oe in Los Angeles minute your entire sales story is told by 
Dry,™ Albert S. White has returned to i i 
‘Sect ons = teieigies, tne. ae enue professional actors . ++ your product is 
velygphief of the Los Angeles office, shown in its best light—in actual use— 
ition new position i p i- 
dae Hehe sage coe in up to 11,000 key theatres strategi 
fromppffice’s ex- cally located throughout the country. 
sus- oe ates You choose as many or as few as you 
j asvas connected need for local or national coverage. 
veek_vith the Chi- It’s as easy as that . . . and no shortages. 
in 15mRrago office | of 
ow'sfmMcCann - Erick- You know the tremendous drawing 
mail™pon as writer | : 
nd | Gieek power of the screen. Here, all your audi- 
fficesmexecutive for F&F : ence gets all your message—uninter- 
Oe ia “eee : ted—i mfortable, receptive, un 
atil. seen aja leas rupted—in a comfortable, eceptive, un- 
pince that time pet disturbed frame of mind. That’s 100% a 
le has been associated with Sher- ' = : , i. bas “ 
an-K Bilis & Co. as copy chit \ attention . . . 100% listenership ! 
weekfmn the Chicago office and as copy — ia : : : : —_—, 
‘stalivoup lisa a 2. Walber Pieeaneen * Thirty years of pioneering leadership ~~ 
fices[/ompany in Chicago. % with these movies stand behind us. You 3 ; 
vhich ——— can count on honest, dependable, out- a 
inca Tes] ‘") B . > 
ues romberg Rejoins Agency 4 standing service. What’s more, all the 
| Frank Bromberg has resigned . 
om Mel A M@atemen fs Asenci- benefits of our extensive market data and 
tes, New York, to rejoin Diener & professional production facilities are 
"7 Vorskind, Inc., New York, as ac- ‘ 
Np yore Rear yours ... and we take care of all plan- 
» ning, shooting, scheduling, billing, etc. 
mn /* / / Think it’s expensive? You have a 
9 Ad] the Pacific Coast pleasant shock coming when you write + — + 
7 ' or call any of these offices for complete a | 
information. No obligation, of course. 
travel f 
is different i ; 
emite, Mt. Rainier, Death ma 
ey, Catalina—normally are UNIT 
k-end jaunts for Westerners. , 2449 
Home Office N ae. 
they look to one magazine* Weer igt 
e all others for travel tips. 333 No. Mie 
Sunset, of course, The Mag- 
e of Western Living. — 
(Sunset the 7-to-1 favorite 
- travel information in Stan- 
University Survey.) 
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The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” “Representatives Wanted 
50 cents a line, minimum charge $2. 


Wednesday noon preceding publication date. 


card rates. 


.. ae 


“Representatives Available,” 
Terms cash with order. Forms close 
Display advertisements take 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


COPYWRITER 

fast growing middle-west advertis- 
ing agency serving regional and na- 
tional accounts. Exceptional oppor- 
tunity for right man. Give details, 
age, references, salary requirements 
in first letter. 

Box 7415, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ATTENTION 
PUBLISHERS 


Reputable party with substantial cash de- 
sires to purchase outright or buy into go- 
ing magazine publishing concern. Write 
in setail proposition and amount required. 
Box 6159, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ADVERTISING SALESMEN 


Prefer previous experience general, 
Consider 
be- 


industrial trade journals. 


ambitious, interested veterans, 
ginners. Salary. Real future. Promi- 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


EDITOR for old established business 
publication. State age, experience. 
Knowledge of food and dairy prod- 
ucts essential. Position permanent, 
pays good salary. 
Box 7393, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


Advertising Age, June 25, 1945 


HELP WANTED 


ARTIST. An experienced layout 
artist who has worked with indus- 
trial, consumer and direct mail ad- 
vertising. A young man or returned 
veteran with the right talent and 
background will find this medium 
size midwest advertising agency an 
unusually splendid opportunity. 
Write, giving details of experience. 
Box 7380, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ART EDITOR 
Must have ability to translate news 
of national affairs and importance 
into pictorial angles through photo- 
graphs, maps, graphs, pictorial 
charts, etc. Must be able to super- 
vise production of art techniques 
such as maps and charts. Must have 
ability to provide staff artists with 
rough visuals or. to translate ideas 
from facts and figures. Must have 
background knowledge or genuine 
interest in national affairs as inter- 
preted through art forms of all 
kinds. Prefer experience in art edit- 
ing for news magazines or other 
publications devoted to news of na- 
tional affairs. Position in Washing- 
ton, D. C. Essential industry. Ex- 
cellent postwar prospects. 

Box 7399, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising Representatives 
wanted in major cities for business 
management paper in _ spectator 
sports field; also, for magazine on 
careers, home training, job outlook, 
etc. 

Writers and Correspondents 
also wanted by same publisher. 

Box 7412, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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ACKNOWLEDGED AS LEADER IN THE DEALER FIELD 
BY MANUFACTURERS OF BUILDING MATERIAL 


IRCULATION 


RIAL INFLUENCE 


45,832 EXTRA READERS 


12,391*° dedlers read and 


LEADERSHIP 


ap 


be 2 ea 


Progressive dealers like Nassau-Suffolk Lumber & Supply Corp. 


Huntington, L. |., have been and will continue to offer postwar, a 
complete kitchen merchandising service, including refrigerators 


and ranges, 


| 
—oo 


3 ae 


then route their copies of 
BUILDING SUPPLY NEWS 
to key employees—45,832 
extra readers per issue! 


ee 
oa a 


“BUILDING SUPPLY NEWS 


Edited Exclusively for Dealers, Not Their Customers 


59 E. Van Buren St. 


Can you produce catalog and ad lay- 
outs? Write copy that brings back 
the orders? Are you reasonably fa- 
miliar with printing processes? A 
steady producer anywhere from 18 
to 80, man or woman, with a real 
faith in direct mail selling?—Then 
write R. Malcolm and Associates, 
llth Ave. & Ohio St., Evansville 4, 
Indiana, giving us outline of your 
background, how soon available and 
how much you want per month to 
demonstrate your ability before we 
start talking bonuses, etc. Suggest 
you send examples of your work 
and photograph if possible. Will keep 
confidential and return promptly. 


Artist! Here’s just the pleasant, 
profitable connection you have 
wanted. Chance to become “key” 
member of well-established, nation- 
ally-known mid-western advertising 
agency. Brilliant future for progres- 
sive artist with talent and original- 
ity. Attractive salary and commis- 
sions. No investment. National 
magazine placings. Pleasant working 
surroundings. Middle-sized city, 
ideal for real living enjoyment. 
Box 7371, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TRADE ASSOCIATION 
EXECUTIVE 


Well established association. Good 
salary right man. Responsibility 
promoting interests complete indus- 
try. State first letter qualifications 
and where can be interviewed. 


Box 7414 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Potential Account Executives — We 
have two positions open for young 
advertising men who want to build 
their careers the solid way. These 
openings are in our Traffic Depart- 
ment and applicants must have 
knowledge to handle immediately 
complicated national newspaper and 
magazine accounts. Please write all 
details quickly to: 

Box 7416, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Adv. Dept. Detroit industrial mfr. 


needs young man edit employee 
mag. and general writing assign- 
ments. Tech. exp. pref. Permanent. 
State exp. sal. des. 

Box 7417, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Experienced copywriter in agricul- 
tural field. Good oppor. for sound 
thinker and aggressive hard worker. 
Detail experience and state salary 
in first letter. Agricultural Advertis- 
ing & Research, Ithaca, N. Y. 


ANNOUNCING 
Effective July ist 
SINCLAIR-MASTERSON 
Will be located in new offices at 
185 N. WABASH, ROOM 1811 
FRANKLIN 0115 
under the new firm name of 
FRED J. MASTERSON 

ADVERTISING AND PUBLISHING 
= ___ PERSONNEL 
ADVERTISING SALESMAN. Oppor- 
tunity, ambitious, able space sales- 
man in trade journal field. Solid ex- 
perience, creative thinking are 
assets for building reputation and 
income in interesting field. Requires 
traveling, with New York headquar- 
ters. Something for exceptional man 
with ability to take full charge es- 
tablished branch with big potential 
increases. Replies will be held in 
strict confidence. 

Box 7410 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, [11]. 


Assistant Art Director 

Wanted in San Francisco 
The largest Western-owned adver- 
tising agency has a permanent po- 
sition for a competent, experienced 
artist, capable of top-notch layout 
and figure work. Send samples—de- 
tail experience and starting salary. 
Address, Ettore Firenze, Art Direc- 
tor, 310 Crocker Building, San Fran- 
cisco 4, Calif. 


Two openings with Advertising 
Agency for: 

ACCOUNT EXECUTIVE 
COPYWRITER 
Industrial as well as general mer- 
chandising experience desired. These 
positions hold real opportunities in 
a well-established organization with 

well-known national accounts. 


Also wanted: Advertising and sales 
promotion manager for a prominent 
manufacturer of heating and re- 
frigerating equipment. Correspond- 


ence and interviews will be held in 
strict confidence. 
Box 7408, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 

EDITORIAL ASSISTANT 
Opportunity for a young returned 
serviceman who has a yen and a 
flare for business magazine writing 
and editing. 


Some experience in public utility or 
electrical advertising and publicity 


— 


4A AGENCY WANTS 
COPY GROUP HEAD 


This job requires a man of ... 


@ Fine creative talent... 


@ Rich background of adver- 
tising experience ... 


@ Unquestioned —_ executive 


ability ... 


@ Good taste in copy, in art 
—and above all—in han- 
dling himself and the peo- 
ple who work for him. 


This New York agency is one 
of the fastest-growing in the 
business, with a large variety 
of accounts. Write a com- 
plete letter to Box 6158, 
Advertising Age, 330 W. 
42nd St., New York 18, N. Y. 


eee 


He’d rather Wréfe 
than be President 


Somewhere, there’s a seasoned 
agency copy-man whose portable could 
spit sparks on any assignment in our 
shop .. . from champagne to beer, from 
brake-lining to piston-rings, from china- 
ware to cutting-oils . . . or any other in a 
chromatic scale of some 56 diversified 
accounts, largely industrial. 

If he’s in a mood to move, he'd feel | 
at home en a compact, hard-hitting staff 
of able writers . . . men who are en- | 


couraged to breathe fire and life into every 
line they tap out, because this agency 
rates Good Copy the sina qua non of 
good salesmanship. 

Maybe this little piece will catch his 
eye, and he'll check on us . . . then write 
a nice, long letter which, in itself, will | 
demonstrate his brand of thinking, his 
style of writing. 

He'll tell us what he has done, where 
he has done it, and what kind of money 
he is willing to settle for in this medium- 
size agency. He might even enclose a 
snapshot to show us the cut of his jib. 

All replies will be off the record, and 
all will be answered promptly. 


GRAY & ROGERS 


In the air-conditioned P.S.F.S. Building 
12 South Twelfth St. 
Philadelphia 7, Pa. 


would be helpful. Likewise, a knowl- 
edge of printing production, a feel-| 


ing for layout and interest in pho- 
tography. 

| But most important assets will be | 
imagination, adaptability, willing- 
lness to accept “ground floor” re-| 
sponsibility in an established and 


rapidly growing firm. } 
It’s a permanent job—with a future. 


Electrical Information Publications 


ADVERTISING 
Can you write sound direct - mail 
copy that sells business and profes- 
sional men? Or do you lack adver- 
tising experience but can and like 
to write clean cut, straight-forward 
English? Established Chicago com- 
pany (AAA 1) offers college trained 
man, preferably in 20’s, good start- 
ing salary, finest associates and 
working surroundings with every 
opportunity to grow, succeed and 


prosper. 
Box 7402, ADVERTISING AGE 


WRITE COPY 


— And Enjoy Life in 
Fascinating San Francisco 


Leading A.A.A.A. Coast agency 
needs a really hot copy writer 
—man or woman. Must be 
quick, fast producer and work 
with other writers. Good job 
with real future — permaneit. 
Work 40 hours a week on copy 
... enjoy life the rest of the 
time. Fishing, yachting, go!f. 
Outline your background, s:l- 
ary required, nationality, etc. 
Confidential. Write air = miuil 
Box 6157, Advertising Age, 
100 E. Ohio St., Chicago 11, Il. 


—_ 
mm 
CHICAGO 
MAN OR WOMAN PRODUCTION 
ASSISTANT! 


TRY YOUR WINGS: 


as AGENCY PRODUCTION MANAGE) 


| 
| 


in busy, established Peoria agen | 
with national account. You wi! 
assume complete charge of all or 
duction details. 


Write Box 6160, Advertising Ag? 
100 E. Ohio St., Chicago 11, !!'. 


100 BE. Ohio St., Chicago 11, Tl. 
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HELP WANTED 


“Are You This Account Executive? 
somewhere there is an advertising 
pgeney man with enough years of 
~ perience to know what the score 
ic... Who wants to put his ability 
+ work in a small, compact agency 
11 people. This man will know 
dia, originate campaigns, write 
ne copy and contact several im- 
rtant agency accounts. He will re- 
ve the agency principals of some 
their work. He may be 35—he 
be 53—a seasoned veteran to 
1om new horizons of accomplish- 
ent still beckon. He’ll appreciate 
orking in Cincinnati. 


1f you are this account executive, 
we want to meet you. As the first 
step in that direction, may we have 
your photo and a short resume of 
your experience. This is an _ oppor- 
tunity that can be truly labeled 
“onee in a lifetime.’’ Address 

Box 7406, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter and Production Super- 
visor: Opportunity to become ac- 
count executive and increase earn- 
ings. Must have writing ability and 
be able to handle production at first. 
Other responsibilities later as you 
develop. Well established nationally 
known midwestern agency. Middle- 


ae STs 


POSITIONS WANTED 


POSITIONS WANTED 


size city. Brilliant future for right 
man. 

Box 7403, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Ill. 


Asst. Art Director, make layouts, 
good type indications. Excel. oppor. 
with large 4-A agency, national ac- 
counts. Write for appointment. State 
age, exp. and sal. expected. 

Box 7405, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Artist, Designer—counter displays, 
racks, floor stands made of metals, 
wood and plastics—Good renderer 
and letterer with knowledge of 
modern display design. Exceptional 
postwar future. 

Display Guild, 85-09 57th Ave. 
Elmhurst, Queens, New York 


~ REPRESENTATIVES WANTED _ 


Junior space salesman—Young man 
to work under eastern manager out 
of New York office, representing old 
established midwest publishing firm. 
Will represent two of the leading 
publications in the engineering and 
construction field. Excellent oppor- 
tunity for junior representative to 
build clientele and increase his earn- 
ing capacity. Salary open. Reply 
giving age, education, exp. and ref- 
erences. 
Box 7203, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Detroit Representative Wanted 
New York publisher wants aggres- 
sive, successful salesman to repre- 
sent them in Detroit, Michigan, 
Indiana — Either full-time with a 
drawing account against commis- 
sion, or part-time, commission only. 
Address John J. Whelan, Haire Pub- 
lishing Company, 1170 Broadway, 
New York 1, New York. 


POSITIONS WANTED 
Advertising and Sales Executive with 
20 years’ top experience in manu- 
facturing, retail and newspaper 
advertising fields, seeks connec- 
tion about September 15th. Thor- 
oughly versed in advertising me- 
chanics, markets, surveys, agency 
procedures, premiums, dealer help 
programs, sales organization, and 
merchandising. Hard-hitting pro- 
ducer, excellent record. Will submit 
details and references. 

Box 7411, ADVERTISING AGE 

100 BE. Ohio St., Chicago 11, Ill. 


‘ TOPFLIGHT COPY CHIEF 
Now—Dept. head with Los Angeles 


4-A agency. 15 years radio and 
agency background. Present ac- 
counts diverse—from fashions to 


finance. Radio and black and white. 
Can produce. Want more responsi- 
bility with 2 or more station setup 
or top-drawer agency—Los Angeles 
or Middle-west. Present salary 
$6,000. Married, 35—one child. 

Box 7409, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED — 
SALES PROMOTION 
MANAGER 
Must have knowledge of 
point-of-purchase produc- 
tion on package merchan- 
dise—a good sales and ad- 
vertising coordinator willing 
to locate in Chicago will be 
given a real opportunity 
with one of America’s lead- 
ing heverage manufac- 
turers. Products now have 
national distribution. Posi- 
tion will pay about $6,000 
to start. Tell all about 
yourself in first letter. Ad- 
dress: John H. Owen,: Inc., 


New 


HE THINKS IN PICTURES 
I Think in Words — Together We 
Make a Swell Advertising Team 


We've each had about 12 years of 
all-around advertising experience— 
with heavy emphasis on industrial 
products and domestic appliances. 


Right now, we’re both assistant ad- 
vertising managers of a top-notch 
corporation—but they’re not top- 
notch jobs (it happens occasionally). 


Both college graduates (one in en- 
gineering), we're well grounded on 
all phases of advertising, from 
dreaming up ideas with punch, thru 
all the details of mechanical pro- 
duction— plus supervising a busy 
advertising department. 


We don’t care about titles. We've 
proven that as a team we can turn 
out advertising and sales promotion 
that pays off in sales. We're not 
job shopping. But we’re sure that 
we can do a job for the right out- 
fit. 

Box 7407, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Space Salesman. Veteran, 28, single. 
Industrial paper experience, lead- 
ing agency contacts. References. 
Box 7404, ADVERTISING AGE _ 
330 W. 42nd St., New York 18, N. Y. 


ARTIST, Sales Presentations, in col- 
ors, also for sales meetings, visual 
training instruction, safety; layouts 


or direct mail. Ag. Wonfor, 302 
Sixth Ave., Newark 7, N. J. 
MISCELLANEOUS 


Have your survey taken in Harris- 
burg, Pa., or Central Pennsylvania 
by capable, efficient, reliable, ex- 
perienced research personnel. None 
too small nor too large. Write 
EBERLE RESEARCH BUREAU, 
1018 Girard Street, Harrisburg, Pa., 
or Phone Harrisburg 2-6861. 


Are you looking for someone to 
write and produce your house organ 
or personnel booklets? Complete edi- 
torial and production service for 
house organs, booklets and direct 
mail pieces on inexpensive free- 
lance basis. 

Hasten & Moriarty, 33 N. La Sallle 
St., Chicago, Ill. Phone Andover 3048 
or Franklin 7100. 


National Dairy 
Starts Breakstone 
Coffee Series 


New York, June 20.—Emphasiz- 
ing that Breakstone’s coffee is 
“dairy-fresh”—“delivered to your 
grocer as fresh and often as 
Breakstone’s dairy products’— 
Breakstone Bros., Inc., National 
Dairy Products affiliate, has 
launched a continuing campaign 
for the product it introduced into 
the metropolitan area about the 
first of this year. ; 

Confined to this area for the time 
being, with the exception of a few 
experimental tests in undisclosed 
cities outside the state, Break- 
stone, which has been in the dairy 
business for about 75 years, has 
scheduled weekly insertions of 200 


63 


lines in the New York Times Sun- 
day magazine section, and twice- 
weekly, 70-line advertisements in 
the Journal-American, Post, Sun, 
and World-Telegram. 

Copy currently illustrates the 
glass jar packed coffee, available 
in regular and drip grinds, to- 
gether with a steaming cup of the 
brew. July advertising will fea- 
ture iced coffee. Readers are told, 
“Here’s the coffee you’ve wanted 

. . it’s by Breakstone’s . . . that 
famous name in foods.” McKee & 
Albright, Philadelphia, and this 
city, handles the account. 


Golden Moves to Grant 


Myron Golden, assistant con- 
tinuity editor of the NBC central 
division, has resigned to join the 
Chicago offices of Grant Advertis- 
ing, Inc., as the agency’s script 
editor. 


more’”’. 


595 Madison Avenue, 
York 23, N. Y. 


CIRCULATION MANAGER 


lisher of two general magazines, 

rapid - growing reader accept- 
e wants a young, energetic pro- 
tion- minded circulation manager. 
nd ideas and genuine enthusiasm 
re important than years of experi- 
e. Prefer man under 35 years of 

Starting salary —$3500—future 
mited. Location Chicago. Write 
full detail to 


Box 6156, ADVERTISING AGE 
) E. Ohio Street, Chicago II, Ill. 


know. 


| and prospects are. 


ABP’s BUSINESS 


*DON’T STOP READING HERE 
IF THIS SOUNDS FANTASTIC 


Joun E. KENNEDY explains... 


advertising investment: 


HOW TO GEf 4800% MORE 
from your 


PRODUCTION 


INCREASED OO 


SAYS 


“A page of space is merely a multiplier”, John E. 
Kennedy stated in his excellent book “Intensive Adver- 
tising”. And he went on to cite an advertisement in 
which 98% of the space was devoted to “guff” and only 
2% was of possible interest and value to readers. 
Reverse these figures—with 98% of real interest to 
readers and “. . . the space will produce just 4800% 


This is true no matter what the objective of your 
advertisement—to obtain sales leads—make direct sales 
—keep dealers informed. What it really boils down to is 
telling the reader something he.wants and needs to 


And that 4800% gain makes it worth a little extra 
effort to find out what it is readers want and need in the 
way of information about your products. The surest 
way we know of to get this answer is to ask a few of 
these readers. Make some friendly calls out in the field. 
Find out what the current problems of your customers 


Then use your advertising as a vehicle for passing 
along helpful information on your products that relate 
to these problems... thus assuring reader interest. 
We have prepared a little booklet, “Finding Out” 
that gives some helpful hints on how to make such 
field calls really effective, based on the experiences of 
many seasoned and capable advertising men. A copy 


is yours for the asking. 


fy 


THE ASSOCIATED 
BUSINESS PAPERS 


205 E. 42nd St., New York 17, N. Y. 


A national association of business publications devoted to increasing their 


usefulness to their subscribers and helping advertisers get a bigger return 


on their investment. 


1S TO BOOST YOUR BUSINESS 
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Some Critical Shortages 
May Melt Rapidly 


Washington, June 21.—Wartime 
shortages will be with us for a 
long time, and some will get worse 
before they get better, but a 
bright element in the news these 
days is the remarkable rapidity 
with which so many critical ma- 
terials shortages have evaporated 
since the Army began to curtail 
its buying. 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


By STANLEY E. COHEN, Washington Editor. 


Possibly the most dramatic was | 
WPB’s reversal of its dire predic- | 
tions about radio sets, implied in 
the announcement that it can no 
longer promise 90 days’ notice be- 
fore production of receivers and 
transmitters for civilians is author- 
ized. 

Less dramatic, but of a kind, is 
the news that civilians are to have 
3,000,000 more collapsible lead 
tubes than previously estimated, 
permitting slight relaxation of 
drastic ceilings on such items as 
toothpaste. Then there is the 
news that 40,000,000 gallons of 
alcohol capacity are to be avail- 
able for beverage and other pur- 
poses. 


Steel Still Critical 


Restrictions on use of zinc are 


facturers hear that cutbacks and 
improved manpower and transpor- 
tation should ease the lumber 
shortage during the third quarter. 
Finally, and most significant, 
Northeast pulpwood production is 
up 19% over the first four months 
of 1944, and there is serious talk 
of discontinuing detailed pulp al- 
locations to various segments and 
grades of paper, except for certain 
critical kraft grades. 

Only on steel are we completely 
up in the air, with the civilian 
quota estimated anywhere from 
500,000 to 1,500,000 tons. Thestaff 
of the Murray small business com- 
mittee is so thoroughly alarmed 
over the uncertainty on steel that 
it summoned WPB Chairman J. A. 
Krug this week, and released a 
program proposing special steps to 
protect small businesses in what 
is likely to be a hectic steel mar- 
ket. 


* 1 oR 
Bonus: Although Part II of the 
FTC study of prewar “Distribution 
Methods and Costs,” dealing with 
clothing, has never been issued, 
everyone, including the FTC in- 


off, although zinc may be hard 


formation people,’ thought the 


RECENT trade paper advertisements of leading newspapers of 
America have borne support of what Detroiters have known to be 
true all along. The manufactured article people want to buy first, 
when they can get it, is a bright, shiny new automobile. According 
to the New York Herald Tribune 47.2% of its readers listed an auto- 
mobile as a first purchase. The Los Angeles Examiner, representing 
the same sentiment on the Pacific coast, claims $89,874,000 are ready 
for automobile purchases in its area! Conservative estimates 
place auto demand at 15,000,000 cars and trucks at this moment. 
Can you imagine what a plum this makes the Detroit Market? 


The Detroit News reaches 63.8% of all city zone homes taking any 
newspaper regularly in this great present and potential market. 


to find. Moreover, furniture manu- | 


series had been completed until 
the commission suddenly released 
a Part VI this week, dealing with 
milk distribution, prices, spreads 
and profits, and gave notice that 
a Part VII on fish is in prepara- 
tion. 

The milk report, built out of a 
compilation of milk data spread 
through earlier instalments of the 
series, points out that evaporated 
and condensed milk companies 
realized 20.1% on their investment; 
ice cream manufacturers 16.7% 
and fluid milk distributors 5.4% 
“The showings of large profits on 
investment for milk products 
manufacturers are such as to in- 
dicate that somewhat higher prices 
might have been paid to farmers,” 
says the summary, available from 
the commission, Earlier ‘‘Distribu- 
tion Cost” reports were: Part I— 
Food; Part III—Building Materi- 
als; Part [V—Petroleum and Ap- 
pliances; and Part V—Advertising. 

ok K Eo 

Warning: Armed with two Su- 
preme Court verdicts supporting 
its right to fix long distance tele- 
phone rates, FCC has warned ho- 
tels, apartments and clubs that 
they must not make service 
charges for handling long distance 
calls. The commission promises 
salesmen and others who are fre- 
quent hotel guests that immediate 
legal action will be instituted 
when such charges are reported. 


Holiday: Washington went mad 
over the return of “General Ike” 
Eisenhower. Everything closed 
down as witness the formal Mari- 
time Commission press release an- 
nouncing that opening of bids for 
three refrigerated cargo vessels 
had been postponed in his honor. 
The General’s warm smile made 
a lot of friends among the esti- 
mated 800,000 who braved the 
heat to cheer him and later at a 
luncheon at the Statler he told 
1,000 citizens that it was fine to 
be home “where there are com- 
mercials on the radio, friendly 
faces and a familiar tongue.” The 
General, incidentally, drinks coke. 

ba ok * 


People: W. A. McDermid, whose 
activities with Mennen, Hoover 
vacuum cleaner, and his own or- 
ganization are well known, is in 
charge of advertising for the 
Commerce Department organiza- 
tion selling surplus consumer war 
goods. Grant Richardson, on 
leave as export and eastern sales 
manager of Hammermill Paper 
Company, is now director of the 
paper division at WPB. 

cd K * 

Events: Census Bureau has be- 
gun to release 1945 Agriculture 
Census data for some counties. 
Battle: FTC is badly tangled with 
Fada Radio & Electric Com- 
pany, Long Island City, over ad- 
vertising linking the firm with 
the well known Fada radio of the 
1920s. FTC argues that the pres- 
ent firm, now engaged in war 
work, was not founded until 1934, 
but Fada replies that it acquired 
the trademark used by the orig- 
inal manufacturer, and that its 
equipment, made under RCA li- 
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censes, is superior to the old Faca 
anyway. Routine: The Army w || 
give newsprint to papers in ares 
where redeployed soldiers ae 
concentrated. 

* oF % 

Change: OPA has modified i's 
position on canned fruit and vego- 
table prices for 1945, no longer 
insisting that canners absorb au- 
thorized raw material and labor 
costs. The OPA explanation said 
that information obtained since 
the original Jan. 15 decision indi- 
cates that the industry could not 
absorb the increases and still make 
a profit. 

* * % 

Job: Though the Army is no 
longer short of nurses, the Surgeon 
General feels civilian health stand- 
ards can be protected only if the 
cadet nurse corps fills its summer 
and fall classes. Addenda: Domes- 
tic airlines are flying 525,304 miles 
daily compared with 364,445 in 
1941. . . ODT gleefully announces 
that all major summer furniture 
shows have been canceled in 
keeping with the transportation 
situation. Maritime Commis- 
sion is equally pleased to report 
that it got back 85 cents for every 
dollar the government had _in- 
vested in the surplus materials it 
handled in May. Maritime actu- 
ally showed a profit on its life 
rafts, getting $86,071 for rafts that 
cost $84,471. 


Robinson Rejoins 
Campbell-Ewald 


Lt. Col. Loren T. Robinson has 
‘ejoined Campbell-Ewald Com- 
vany as a vice-president after 
serving ap- 
proximately 
three years in 
the Army air 
force. He will 
resume execu- 
tive and ad- 
ministrative 
duties in the 
agency’s De- 
troit office. 

During his 
Army service, 
Col. Robinson 
spent 8:1 
months in India as public relations 
officer for the USAAF in the In- 
dia-Burma theater, and also as 
head of public relations activities 
of the Eastern Air Command, 
operational organization of the 
combined American and British 
air forces. 


Hutchins Returns 


Lt. Col. Mosher P. Hutchins has 
finished three years of Army serv- 
ice and has returned to his posi- 
tion as president of Hutchins Ad- 
vertising Company, Rochester, 
a # 


Loren T. Robinson 


Names Richard Foley 


Schulmerich Electronics, Inc., 
Sellersville, Pa., has appointed 
Richard A. Foley Advertising 
Agency, Philadelphia, to direct 
advertising of electronic equip- 
ment. 


i'd Like To 
Know You 


I'm Bill Diliy— 
typical of folks 
around these 
parts. We're do- 


in’ okay down here, so— 
let’s get acquainted and 
do some trading! You can 
reach us through the Fort 
Smith papers. 


“Bul Di 


31.016 


More than just a City— 
Fort Smith is an “area” com- 
prising 10 Counties in Arkan- 
sas and 4 Counties in Okla- 


homa. Grand country and 
climate . . . rich in resources 
and thriving industrially 


370,000 hard-working, able-t: 
-buy people with diversified 
activities make Fort Smit! 
one of America’s most invit 
ing and lucrative markets fo. 
advertising and selling. 


Southwest American 


ForT SMITH TIMES RECORD 


ABC 


Reaches the Fort Smith area with EFFEC 
—and that’s a fact! 


Represented by - BURKE, KUIPERS & MAHONEY, IN( 
4 


gives ! 
previo 
figure, 
of cou! 
tal spe 
tional 
outlets 
rangen 


R 


The 
ures of 
a reco 
for inc 
or mo! 
media 
with 1 
1942. 

“As 
bureau 
media 
tures, | 
time r 
used, 
discour 
adverti 
erally 
book \ 
reau of 
ords, I 
expend 
Media 
for th 
taken \ 
ports 
Bureau 


C 


Arnc 
rector 
Compa 
April 1 
ume i 
$181,46 
$180,00 
in 194: 


Prom 


The | 
St. Pai 
has is 
ny, Poa 
outstar 
the cit; 
Copies 
manuf: 


vertisii 
Corpor 
years, 
tising 


For 

Cove 
Nort 
No. 


i. _ 64 Pe Adver 
EE Pa 
= | In Was hinglon EGeEC GE 82 in 4 
. —s Mew os se eee ee ie 
; OT SCC tional - 
000 fo 
. Sunda 
Sunday 
: ee 
TE a a 
‘ ee | ee 
— ee ee ON ee ee ee eed 
r ck r ae Nt oe , ~% a? \ 
i vo. we, a. r oe ¢ ~. | 
co” 
. AN SRY ey oO bo ee > 
y a - k 4 Be: \f i J sl | = 
; \ rd ae op er RN) 
) eT a NW ic NN % 95 8 
mem e@@YM Ax 
: Git ae Zg ' plod — oo Up a » P * ‘y » | 
e «f P, y € > Pd os _— wy Wf , a ie P - » | 
: : fe Cg Ae a a. oe a * | 
| q Me a ; = Oe Wert AK i) AR ae 
RB. : x ¢.- \ oe : a og y JS “a | | a 
: ‘mabe Sa ~ a > Oa WZ, 0 a iF | 
: a or" ee | so Jacke 
. = YA i al,  ™ | 
% : 
; —_— ; 
| aw =I 
| 
| Kole! ld 
— Bre a 
7 
lll Ns 
| | V 
| 
om (a | 
iy — ¢— 
wT ihe Detroit News =o 0 [ie 
| Ly ——— | lt. 


Advertising Age, June 25, 1945 


P&G Again Leads 
All Advertisers 
in 4 Major Media 


(Continued from Page 1) 


The bureau estimates that na- 
tional advertisers spent $216,000,- 
000 for space in United States 
English-language weekday and 
Sunday newspapers in 1944, but 
gives no comparative figures for 
previous years. The 1944 total 
figure, it says, “does not include, 
of course, any part of the vast to- 
tal spent in newspapers by na- 
tional advertisers through local 
outlets in various cooperative ar- 
rangements with dealers.” 


Record Advertiser Total 


The current edition includes fig- 
ures of 1,628 national advertisers, 
a record number, “who qualified 
for inclusion by spending $25,000 
or more in any one of the four 
media covered. This compares 
with 1,499 for 1943 and 1,207 for 
1942. 


“As in previous editions,” the 
bureau explains, “figures for all 
media represent gross expendi- 


tures, computed by applying one- 
time rates to the space or time 
used, since complete data on 
discount arrangements between 
advertiser and media are not gen- 
erally available. All data for the 
book were compiled for the Bu- 
reau of Advertising by Media Rec- 
ords, Inc. Figures for newspaper 
expenditures were assembled by 
Media Records itself, while those 
for the other three media are 
taken with permission from the re- 
ports of Publishers’ Information 
Bureau.” 


Compares with Estimate 


Arno H. Johnson, research di- 
rector of J. Walter Thompson 
Company, recently estimated (AA, 
April 16) national advertising vol- 
ume in newspapers in 1944 at 
$181,463,000, as compared with 
$180,000,000 in 1943, $143,000,000 
in 1942, and $163,000,000 in 1941. 


Promotes St. Paul 


The industrial department of the 
St. Paul Association of Commerce 
has issued “Invitation to Indus- 
try,” a 32-page booklet outlining | 
outstanding trade advantages of 
the city and the surrounding area. 
Copies are available to interested 
manufacturers. 


Jackson Named A.M. 


H. J. G. Jackson, with the ad- | 


vertising department of Chrysler |- 


Corporation of Canada for 11 | 
years, has been appointed adver- | 
tising manager. 


For | 
Coverage of | 
North Carolina’s. 
No. 1 Market— 


Winston-Salem 
Greenshoro 
High Point 


WSJ 


WINSTON-SALEM 


5000 WATTS — 600 KC 


* 
Representatives 


TEADLEY - REED COMPANY 


ARTHUR D. ANDERSON 


New York, June 19.—Arthur D. 
Anderson, 58, editor for 35 years 
of Boot & Shoe Recorder, semi- 
monthly business paper, died yes- 
terday of a heart ailment at the 
home of his brother-in-law, Dr. 
Abraham Kaplan, Long _ Island 
City, Queens. He lived in Harri- 
son, N. Y., and had offices at 100 
E. 42nd St., New York. 

Mr. Anderson organized the first 
shoe style show in 1918. He was 
president of the National Council 
of Business Paper Editors in 1935, 
served on the shoe and leather 
advisory committee of the Na- 
tional Recovery Administration in 
1933, and compiled and edited the 
Shoe & Leather Lexicon. 


HARRY L. DERBY JR. 


Montclair, N. J., June 19.—Lt. 
Harry Leigh Derby Jr., 38, for- 


a es a 


mer western sales manager for 
American Cyanamid & Chemical 
Corporation, Chicago, before his 
induction into the Navy in 1942, 
has been killed in action in the 
Pacific, according to word re- 
ceived by his parents, Mr. and 
Mrs. H. L. Derby of Montclair. 


STANLEY D. ROBERTS 


Chicago, June 21.—Stanley D. 
Roberts, 61, advertising manager 
of Carnation Company, Milwaukee, 
died suddenly this morning at 
Evanston Hospital following a 
heart attack. 

He had directed Carnation ad- 
vertising for more than 25 years 
and had previously been adver- 
tising manager of the Chicago, 
Milwaukee, St. Paul & Pacific 
Railroad. He was widely known 
in advertising and radio broad- 
casting circles. 

Mr. Roberts came to this coun- 


try from England with his parents 
when a boy of 13. He attended 
Chicago public schools and the 
University of Chicago. 


M. J. CZARNIECKI 


Pittsburgh, June 19.—Myron J. 
Czarniecki, vice-president in 
charge of sales for A. M. Byers 
Company, manufacturer of 
wrought iron and steel tubular 
products, died June 18 at his home 
near here. 

Mr. Czarniecki, who was 53, 
joined the Byers firm in 1913, be- 
came manager of its Chicago sales 
office in 1919 and the following 
year moved to New York as man- 
ager. He returned to Pittsburgh 
in 1925 as assistant general man- 
ager of sales, was advanced to 
general sales manager in 1930 and 
was named a vice-president last 
year. 
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Ford to Drop Two 
ABC Network Shows 


While clearance for sponsorship 
by the Ford Motor Company of 
the Detroit Symphony on 
American Broadcasting Company 
network in the fall is still pend- 
ing, Ford has announced its inten- 
tion to drop its Saturday night 
“Early American Dance Music” 
and Sunday night “Greenfield 
Village Chapel Service” on Ameri- 
can effective July 7. The agency is 
J. Walter Thompson, Chicago. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. S. and 

foreign countries — Astronomical Mat- 

ter, Weather Forecasts, Astrological 

zate Planting Tables, Fishing Calen- 
ars etc. 


HART WRIGHT Co. 


Penn Yan, N. Y. 


STAMFORD 


xne' 


WATERBURY 


BRIDGEPORT | 


go 


BRIDGEPORT 
HERALD 


a® First Over 110,000 circulation 


(110,050 A.B.C.) 


oJ FASTEST GROWING NEWSPAPER IN 
NEW ENGLAND. More than 50% increase in 5 years. 


r All this GAIN . . . without premiums, contests or ballyhoo. 
5 INVESTIGATE NOW! . . . Milline rate less than $2.00. 
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WPB Sets Quotas 
for Production 
of 691,000 Cars 


Washington, June 21.—Manufac- 
turing quotas for the auto in- 
dustry, permitting production of 


almost 700,000 new cars in the) natory, since it would give dealers 
nine-month period starting July) of the latter companies a competi- 


1, were announced here yester- 
day by WPB. Total figures are 
10% above the production level 
first estimated by the agency. 

The quotas allow for produc- 
tion of 241,916 cars in the second 
half of 1945, and an additional 
449,102 machines in the first quar- 
ter of °46. General Motors’ quota 
is almost double that of the sec- 
ond-place manufacturer, Chrysler 
Corporation, while Ford is third 
on the WPB list. No company, 
old or new, need produce fewer 
than 8,000 cars during the next 
six months. 


While no new companies have 
been announced officially as en- 
tering the production race, it is 


understood in Detroit that at least | hearses will be announced later, | 


one in an allied activity, 
mond-T Motor Car Company, 
Chicago truck manufacturer, 
seriously considering doing 


other possible newcomer 
postwar field. 
Representatives of General Mo-| 
tors, Chrysler and Ford charged | 
that the 8,000-car minimum for 
smaller manufacturers is discrimi- 


tive advantage over dealers for 
the “Big Three.” 

Production quotas for the July 
1-Dec. 31 period, WPB said, will 
be: General Motors, 95,096; 
Chrysler, 49,635; Ford, 39,910; 
Studebaker, 9,275; Hudson, Pack- 
ard, Nash, Willys-Overland, Gra- 
ham-Paige and Crosley, 8,000. For 
the Jan.1-March 31 quarter, the} 
figures are: General Motors, 190,- | 
192; Chrysler, 99,270; Ford, 79,- 
820; Studebaker, 18,550; Hudson, 


|13,602; Packard 12,118; Nash, 11,- 


'550; and Willys-Overland, Gra-| 


Dia- | WPB officials said. 


Steel available to auto manu-| 


is|facturers after direct war needs/| house, 3,200; Maytag, 38,504; Norge 

so.|are met will amount to around | division of Borg-Warner, 7,842, 

Henry Kaiser appears to be an-| 1,000,000 tons in the next quarter, |and Landers, Frary & Clark, 5,600. 
in the|instead of an earlier estimate ~" 

half 


it was said, 


that amount, 
No | 


permitting the larger quotas. 
material allotments or priority 
assistance will be granted for 
actual car production. 


Other Quotas Revealed 


WPB also announced that quotas 
have been granted to nine firms 
for 227,709 mechanical refrigera- 
tors, and to 12 manufacturers for 
155,797 washing machines during 
the third quarter of °45. 

Refrigerator assignments went 
to Frigidaire division of General 
Motors for 58,445; General Elec- 
tric, 47,501; Nash Kelvinator, 27,- 
825; Seeger-Sunbeam, 25,635; 


|Servel, 20,272; Westinghouse, 21,- 


068; Philco, 12,090, and Renney 

Refrigerator Company, 2,500. 
Washing machine quotas were: 

Nineteen Hundred Corporation, 


DIRECTION FINDER 


for locating TECHNICIAN PROSPECTS 


Where have the radio technicians migrated dur- Ut defines the experimenter, the serviceman, the 


Where are they likely to be 


ing the war years? 
between V-EK and V-J days... 
era? 


These and other questions are answered in the 


nationwide Survey 
CRAFT. the findings of which 


the radio-electronic industry. This unique Sur- 
vey points up the distinguishing characteristics 


between one type of technician and the other. 


conducted 


in the post-war 


(Signal 
Corps 
Photo) 


industrial technician, the engineer, and others 
so you will know precisely where to aim your 


advertising shots. 


RADIO- 


are available to 


for 


for information on new 


They 


track.” 


look 
Why 


to 


structed. 


tell 


“inside 


Name 
Company 


Street 


in the radio-electronic field- 
twenty magazines compete. 


products 


RADIO-CRAFT 


you produce or expect to produce for them to buy? 


RADIO-CRAFT, 25 WEST BROADWAY. NEW YORK 7. N. Y. 
Kindly send me a copy of your SURVEY 


You will also be treated to a birds’ eye picture 
showing the relative popularity of all the media 


a field in which 
You can obtain this 


Survey by filling out the coupon below or writ- 


ing on your own letterhead. 


REACH 50,000 TECHNICIANS 


During the Reconversion Period technicians will be hungry 


available and how con- 


the 
what 


to give them 


these 50.000 prospects 


4, 


Title 


| 196,408 more washing machines 


ham-Paige and Crosley, 8,000.|38,821; General Electric, 18,430; 
Quotas for such special vehicles | Bendix, 18,000; Automatic Washer | 
las taxicabs, ambulances and |Company, 6,700; Dexter Company, 


6,400; Appliance Mfg. Company, | 
4,900; Zenith, 4,200; One Minute 


Washer Company, 3,200; Westing- 


Within the next few weeks 37,- 
291 additional refrigerators and 


will be authorized. The refrigera- 
tors are to be added to the na- 
tional stockpile, but some of the 
washing machines will be avail- 
able through regular trade chan- 
nels. 

In Cincinnati, Powel Crosley Jr. 
immediately announced plans to 
start production by Oct. 1 on a 
new Crosley “midget” car. The 
new machine to be turned out by 
Crosley Motors, Inc., will be 
|powered by a four-cylinder en- 
gine now being made for the Navy, 
‘and will develop 28 horsepower, 
compared with 12.5 for the pre- 
war Crosley. Weight will not be 
| increased, but the new model will 
be several inches longer, Mr. Cros- 
ley said. 


Campbell Soup Appoints 
McGowan Research Head 


James McGowan Jr., vice-presi- 
dent of Campbell Soup Company, 
Camden, N. J., has been appointed 
director of research and develop- 
ment, in which post he will have 
charge of all phases of research 
relating to raw materials, prod- 
ucts and equipment. In addition, 
he will direct company plans for 
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Curtiss Follows 
Navy Release 
with Seahawk Ad 


New York, June 20.—Following 
up last week’s Navy Department 
communiques revealing the part 
played by the Curtiss Seahawk in 
Pacific battles, Curtiss-Wright 
Corporation this week released in 
advertising the facts on its new 
observation plane. 

Readers of about 30 newspapers 
throughout the country—many of 
them in towns where Navy ac- 
tivities are uppermost — learned 
from 600-line ads that ‘another 
Curtiss Navy plane (is) in action 
... the Seahawk .. . new ‘finger- 
man’ of the fleet.” Copy tells that 
the plane “is better equipped to 
hold its own against tough Jap 
fighters . . . better able to take 
care of itself against anti-aircraft 
fire. It has new speed, ceiling, 
climb, maneuverability and it de- 
livers bombs and depth charges 
in the bargain!’ The plane con- 
tains the Wright Cyclone engine 
harnessed to a four-blade Curtiss 
electric propeller. 

McCann-Erickson handles Cur- 
tiss-Wright advertising. 


Gets Las Vegas Account 


J. Walter Thompson Company, 
Los Angeles, will handle advertis- 
ing and publicity for the Las 
Vegas, Nev., chamber of com- 
merce. Plans have not been dis- 


expansion of present plants and 
construction of new plants. Mr. | 
McGowan, connected with Camp-| 
bell since 1908, was formerly pro- | 
duction manager in direct charge | 
of all manufacturing. 

John H. Hoerle, with the com-| 
pany since 1934 and most recently 
|assistant production manager, will | 
/succeed Mr. McGowan as produc-_ 
|tion manager. 


closed as yet, but an intensive 
campaign will get under way early 
in July, 


Case Joins KABC 


George T. Case, assistant pro- 
gram director of CBS at Chicago, 
is resigning July 6 to become pro- 
gram director of KABC, San An- 
tonio. 


| 
| 


PAPER | 
MACHINERY NEE 


MAKERS’ UNFILLED 


ps WILL 


For four long war years paper makers have been 


denied the paper makin 
Rice Barton Corporation, 


g machinery products of 
a major Worcester indus- 


try as well as one of Worcester’s oldest industries. 
Charles S. Barton, Vice President and General 


Manager, reports, “We regard the stored up 
demands for complete and new Rice Barton paper 
making equipment, and for major rebuilding pro- 
grams to bring present machinery up to date, as 


healthy signs of postwar 


production maintained at 


current wartime levels. The same conditions would 
seem to apply to our Textile Printing Machinery 


division. Our major effort 
to assure a changeover to 


s along this line today are 
peacetime manufacturing 


with as little as possible time lag for reconversion.” 


Worcester industry speaks again for the conti- 


nued importance of Wo 
market which receives b 
Telegram-Gazette’s 


circulation: 


rcester as a market —a 
lanket coverage with the 
over 130,000 


Daily, and 80,000 Sunday. City Zone Population 


235,125. City and Reta 


il Trade Zones 440,770. 


The TELEGRAM -GAZETT 


> Georce F Bo 


ASSOCIATES, NATIONAL REPRI 
OWNERS of RADIO STATION WTAG 


WORCESTER, MASSACHUSETTS 


“" 


eae 


OTH Publisher - 


Adver 


MB: 
Rat 
Dis 


New 
Broadc 
rate c 
15. Tt 
fundan 
work’s 
iates, 
methoc 
at disc 

The 
based | 
volume 
graphi¢ 
Thus, 
his di: 
ing hi 
ture o 
portion 


per we 
minute 
rebate 
contint 
The 
into a 
graphi 
there 
called 
Market 
affiliate 
are av 
ers if 
nated 
reducti 
approx 
evenin, 
show | 
Adve 
Mutual 
contrac 
from J 


8 N’ 
25,2 
toh 


New 
issues 
Feb. 2: 
York (¢ 
196 lin 
25,207 
the we 
Newsp: 
will sh 
cies so 
“This | 
to Tigl 

The 
the Pu 
York ( 
commit 
agers ¢ 
New Y 
and El 
Post, s 
sand ec 
ire bei 
natione 
vertisir 
iccoun 
men of 
t. Oth 
the FE 
Americ 
Telegre 

Pror 


66 ee a 
a ee 7 
| ao -_ pei 
: supple 
; 

A, 2 
a counts 
in the 
a a full | 
a 4 = =a < ata S per w 
Ch. . gts 2 «. . at ae Bas | 
™ * ~s A — Ce 72 a ft. ~~ ae, rs eS Ng 
, ¢ i; ——.- vs “ ei 
i : oe a : a ¥ a ys ; ¥3 Ko oa ~ ss 
) Ss ‘ + f iJ . : - ge .- are /* “5 “¢ ~f 
Bea nn Bh ae 7 Se 
3 3 b . vx: rez > a € J a 4) 
* : ; : —— g, — a mM &. * 
| ta“ | a 
as “ A - : 4 : ' i A of ; £ : a } re , SS eee | eee eee 
| : | ' ' "a | ; | ay ud - ; 
4 4 | = ra i \ a bo _ _ Az 
<a il ‘a : - “a, Z 
7 ey Re te (, an \ _— aie Z 
ee it, f =f ne 4 "a 4 . g' = 5 * —uF a & 4 ing, Ze 
| Ao Gh 4 lll J AS: — => ZZ. 
TZ Wit aly eee — WORCESTERS) Z, 
i . : ie . : Wie , , a — Re re a = —— 
P f- . ALBA > 4 OOM rag | | == YZ, 
7 / 3 4a or. 6 ee ——— Jiges 
oe. gees op te oe “eee | od TRY . = 
| ee ide en see Zz ——e 
ea Se Sl) ft PBS © | 
eee 
a ae 
é es ee 
ae. Ss FE 
EE NTM@’{7]!?__- 
es §=—| | 
| 0 > SSS PE Ss 
| ‘ ~N 7 —_a— rr ee 
. 4 o== ra —— Se 
| a | ‘ C 
BAS y Sn sl en a ea se se eas abe ten ce ine tna —\ 
; . \¥/ | Fs 
7 a Zone State AA. | gentle 
7 ee 


. s 4s 7 —s > 
‘ a » 
) Advertising Age, June 25, 1945 67 
|ments of each paper cooperated | primarily 12,956,000 people or 3, | Riy He was with that department be- 
MBS Issues New | by analyzing the editorial mate- | 486,000 families. irby Promoted Ee Stes fore entering perce ng and in his 
e |rial of the 1,000 or more issues of| To rationing and conservation ; f B irby, general sales women new position succeeds C, Kenneth 
Rate Card with ‘their paper in this period. Among|these newspapers devoted 2,290,- | 28€r of burgess Battery Company, | 


° 7 | Magers, who h joi . 
other findings was the fact that! 438 lines of unpaid space in this Niagara Falls, Ont., has been ap-| a Se Se See, eee 


= “poe . ; i 2 ‘, | Davies, Inc., Cleveland 
editorial material devoted to these | period; to war manpower, 1,260,- pointed general sales manager in . : : 
Discount Changes official war themes was enough |993 lines; to military recruitment |C®@rse,of operations. R. A. Dick- 


g New York, June 22.—Mutual| “to print all eight New York|and training, 1,270,206 lines; to |5°Ds “egg wd Toronto district ~ 

: Broadcasting System has issued newspapers unpaid space for 56|war bonds and stamps, 1,748,224 |™anager, becomes sales manager. SIGHS OF LONG Lie" | 
rate card No. 14, effective July | days.” lines; to salvage, 1,029,694 lines; se ate 

m i5. The new card represents “a Circulati Is Le |to the Red Cross, 719,787 iines; to Keller Rejoins Utility FOR QUANTITY BUYERS 

tH fundamental change” in the net- ee eee | d f le, i,537,2 ; THE ARTKRAFT* SIGN CO 

_ unda al change” in the ' armed forces morale, i,537,250 | Lt. Col. E. Richard Keller, re- . 

“ work’s grouping of its 245 affil-| The eight papers currently have | lines; economic stabilization, 1,-|cently released from active Army Lima, Ohio, U.S. A. 
iates, as well as a simplified a combined daily circulation of | 830,278; civilian defense, 1,239,-|service, has rejoined the Cincin- The World's Largest Manufacturers of 

rs pry oo Mian I advertisers to arrive |5,080,000 and a combined Sunday 935; and miscellaneous govern-|nati Gas & Electric Company as All Types of Signs 


oneG US PAT OFF t 


circulation of 7,950,000, serving|ment appeals, 666,265 lines. head of the publicity department. 


The new discount structure is 
based on a combination of dollar 
volume and the number of geo-| 
graphical groups in a_ contract. 
= Thus, an advertiser can increase 
his discounts either by increas- | 
ing his dollar volume expendi- | 
ture or by adding the required | 
p portions of the five geographicai | 
groups to his use of the basic | 
supplementary group, or _ both. | 


e. New Discount Setup 


| 
| 
A new discount classification, | 
“Daytime Full Network Dis- 
counts,” has been _ incorporated 
in the card to enable daytime 
full net advertisers to earn 
aid 32144% discount for three days 
per week; 35% for four days, 
and 374%% for five or six days 
per week, all for programs of 15 | 
minutes or longer. The annual | 


Ly rebate and the over-all discount. ‘ 
3. continue as_ before. $ . 
4 The 245 afiiliates are divided | okin qelends : 
4 into a basic group, five geo-| ukyu and B 
fi graphic groups, and, in addition, | RY 15 1945 : RACTICAL UILDER 
ve fy there is a group of 19 stations || May “9 | Published monthly by Industrial Publications, Ine. 
‘ly called “Additional & Special | ud aaae A180 PUBL SHERS OF BUNDING SUPPLY HOWwS 
, Markets,” many of which are) VAN BUREN STREET- CHICAGO 5 


affiliated with other networks but} 
are available to Mutual advertis- 


‘ay, BUILDER 
ee aaren Bt- | June 5, 1945 


ers if delivered with other desig- | 59 E.- rlinois 
nated geographical groups. Rate| one re} Dear Mr. Weir 
= reductions on the new card total | ; Chicagos [ : ’ 
50; approximately $1,000 per gross) : 
o- evening hour, and a few stations | Gentlemen: Your letter reached ug when every edition of 
n- 


show rate raises. | 


pew copies of PRACTICAL our newspapers carried headlines about Okinawa. 
a iew 


Advertisers currently using] J ; een , Tt takes us right to the scene where hundreds 2 
= ae a nt ov sgt ae poof I have sage ge few evenings rig I of millions of eyes are centered on you bays. fs 
from July 15. | BUILDER - hem by candlelight, 
igre EE spent reading the Naturally, we are glad to know that PRACTICAL 
re 4 in wy fox hole. BUILDER has been the source of some pleasure 
8 NY Dailies Use | - I am enclos- and encouragement to you. Anyone capable of 
| ‘ el is very helpful. — Pr tg thinking of the future under your stress and 
25,207 Paper Tons | The journ » 3-year subscrip f wy strain, in my opinion, is one who will be most 
= ing $/,-00 for to be sent cere ° likely to succeed when the shooting is all over. 
to Aid War Themes PRACTICAL BULLDER them for me until ny At that time we will have the pleasure of shak- 
New York, June 21.—In their | prother who will seve to stert where I left ing you by the hand. 
issues from Dec. 7, 1941, through I wo d Like fore I enter 
Feb, 28, 1945, eight general New| | return. building trade be The enclosed booklet on sane planning of the ra 
toa neat ~— creme an pt off in the postwar home will no doubt be of interest to eal 
ines of eaitorial material, or “e ju. 
25,207 tons of paper, “to winning |  teaanctadlll : cu 1/2 thing 5 ponauen so Onan Tos chenaee soe 
Newspaper Publishers Association | aa Glenn NS.N.C.B. Co BS pol dg gangen gH ll adler 
wil chow qusermeent wet sane my Tist U.S.N-CB- enci8COs comes soon for you and that good luck stays with 
cis soon ina presentation title | : c/o F.P.0. San Fr you wherever your present important job takes 
i tate owe ig L caer | Calif you. you boys are certainly doing a good job. 
The presentation, sponsored by 
the Publishers Association of New | JAMES M. LANGE 
York City, was developed by a Managing Editor 


committee of the Promotion Man- | 
agers Group, of which Lee Tracy, 
New York Mirror, was chairman, | 
and Elbridge Foskett, New York 
Post, special assistant. Ten thou- 
sand copies of it in file folder size 
ire being mailed to all local and 
national advertisers and to all ad- 
vertising agencies with national 
iccounts. All advertising sales- 
men of the eight papers will carry 
t. Other dailies in the group are 
the Herald Tribune, Journal- 
American, News, Sun, World- 
Telegram and Times. ® 

Promotion and research depart- 
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this country 400K ft PRACBICAL BUILDER for the information they 
heed in their business of bullgimg and maintaining the nation’s homes. 


WEDF would like to 
| . 
ow your occupations, 
gentlemen.” 


‘PRACTICAL 


East Van Be 


—. se e ¥ . ¥ 
ae ee. t ‘ - : 
ated * a . . 
e s i 
— a 
_ ‘ 
sy 
pegs 4 
= ‘s 
e fs * 
rene 
888 —————— EE —SSNSSSSSSTRyOnW.-_@”—”0_.0 OOOO I 
= fears . : s sh SR ee eee : SERRE BER ne Mee Rs SESS ete i Bist Por POST RS ee | 
ce sf — oe ee eV een A Ste ee ggigar) rs 
cee ‘ : fs : Cee meee oo oe aS . a 
ibe : ‘ : : : ‘ : : : 
£ ee “al ‘f 
ea a <a . ae ee % ae : 
ees : A te By Pine ‘ Og es 
te : & e ‘ + po eS 
ye * ‘ % ie: 
: Bi: ‘ : : ‘ ee : 
mee * * ‘ : * ec eimemee re : : me deca 
. 4 * * : = ; ‘9 ‘ee Bae : . eo : Noe : 
es es joe . 
_ ne ; , a 
—_ ' : “f 
y- bail 
a 
ft , 
—= oo : J 
_ : 
y aces ss 
y ty ‘i 
ie r. 
a 
ual 
aan 
“ es 
Ree 
. a fy 
ee 
aa z 
, = 
- 
3 - a : he, 7 ra r 
“ eg ‘ y ae sie ae oP os ag . b i ? sn : 4 = es 4 pi Ri». r pas aa 7" ma e - - . ihn , — . , 
es Ree . x Pe ee » nec Ria SEs. cae a gas = nai pe abt. x » om . Ps te ae i a ee ee ee ss ie . a i 
CE EE ee ee re ie a | 
So eee ; ; op, ia a ee mt ie a Aa Bees o> a, a 
a 7 Pi i € os a Re > 4 4 . “ae ov *, . : . 5 ett si ; fe - a s . al - ‘ a , ; 
wie s a q f Bt 3 iid 7S og "3 ea ‘ - te Se : rigs x 7 alae . ae Pes Ny ; fa . ‘i a 4 
ne — lll! ee aan it 
aoe Ba at, le . Le ; | Mod i eS ie “4 se 
rie Sits 5 We ‘ a . 4 oe oe ee oe gis 
ry ie ‘ ie % ks 4 E “i, : A F call ees 2 cn, a F) a > Ss ee Ag > iS : 
Ha : is B+ ss : ‘ rs ; 3 ee. = a ge 
. yee ae = se ee bal ahd es ; < BUILDER ’ ———_—* tll aha re ee Teste iy ; fe th 
iy ee ne ‘ es 5%, ee Re gee ey Rig 
fee = 3 ; aes ‘ 3s ‘ a. ee ee " 
- 6, cal Fi ae ‘ ies %& ee. ae $ dy 
‘ 3 ee Sg ; = ne 2 * : Ke eo : 
‘ Even in the fox, holes of @kinawa they aré thinking about building ss 
ij BS ® 3 ; i 
y oe . ; uae / 
1% ’ : (and reading PRACTICAL PUIL DER) just as 58,500 builditiiiex per ts in. | 
Z 
ey ¥ 4 od 
CLD . ' ‘ 
’ \ SK > } 
: i : ‘ r ei , . me. 7 > 
irl) BUILDER 
ee | , : | 
CS 
> ; ra > 
° = e 
r ° 
- P . 


ee 


ed 


68 


Seeks Government 
‘Seal of Approval’ 
for Small Plants 


(Continued from Page 1) 

is not really competitive, the com- 
mittee recommended “expansion 
of specialized government repre- 
sentation abroad in the commer- 
cial field and of domestic govern- 
ment facilities for disseminating 
commercial information.” 


Report Cites Handicaps 


“In manufacturing industries,” 
the Pepper report said, “the great 
handicap of the small firm fre- 
quently lies in its advertising, 
sales and other marketing tech- 
niques, rather than in any su- 


periority which large firms may 
enjoy in labor productivity. 

“A manufacturer with a large 
volume of trade sufficient to war- 
rant the use of national advertis- 
ing, the development of a nation- 
wide sales force, the establishment 
of his own retail outlets and other 
methods of promoting his indi- 
vidual brand of product, has an 
enormous advantage over the 
small manufacturer who cannot 
make a forceful and continuous 
impression on the buyer and who 
must distribute his product through 
wholesalers and retailers who also 
handle the lines of his competi- 
tors.” 


Wallace Group Resentful 

Whether Commerce Secretary 
Wallace would be prepared to en- 
dorse the government “seal of ap- 
proval” idea remained an open 
question, but there was a good 
deal of resentment evident among 
Wallace supporters to find Mav- 


erick promoting the idea. 


Just how soft 


which lies immediately ahead. 


how we can serve you. 


your ‘Selling Muscles’’? 


We offer you a COMPLETE program of sales revitalization de- 
signed particularly for EXPERIENCED salesmen, and “tailored” 
to YOUR business and YOUR products. It is a post-graduate 
refresher to sharpen their sales axes for the competitive battle 


This program, “Developing Post War Sales Technique”, has been 
field tested in the past 16 months by 73 important companies, and 
their 1145 salesmen swear by it. 


If you believe NOW is the time to re-train your existing sales 
personnel for tomorrow's competitive selling, we would welcome 
the opportunity to discuss your specific problems and explain 


COLCORD INSTITUTE 


of Professional Sales Training 
610 W. VAN BUREN STREET, CHICAGO 7, ILLINOIS 


ARE 


Adoption of the “seal of ap- 
proval” device by the SWPC 
chairman was but one of five steps 
In a program proposed today 
which would make Maverick a di- 
rect competitor of Commerce in 
assisting small businesses inter- 
ested in foreign trade. At the 
same time, Mr. Maverick produced 
a number of other plans, involving 
aid to veterans, and technical as- 
sistance to small business at home, 
which overlapped significantly 
with plans under way at Com- 
merce. 

Ambitions of the SWPC in the 
foreign field, and with veterans, 
have prompted Wallace supporters 
to promote a “palace revolution” 
bent on liquidating the SWPC and 
moving its functions to Commerce 
and the RFC. 


Federal Competition Feared 


The argument, as the Wallace 
people see it, is that there is no 
room for overlapping programs 
for small business, and that the 
competition between the two 
agencies will eventually bring on 
a Congressional reaction disas- 
trous to small business aid pro- 
grams. 

Under Wallace, Commerce is at- 
tempting to reestablish itself as 
the businessman’s representative 
in government. While Mr. Wal- 
lace has no interest in the SWPC 
lending functions, his program 
would benefit if the skeleton Com- 
merce field organisation were to 
absorb the chain of 110 SWPC 
field offices. 


Tour Leads to Report 


Mr. Maverick’s latest ideas are 
summarized in a report to WPB 
Chairman J. A. Krug, inspired by 
a recent tour which demonstrated 
“how much is being done for the 
farmer and how little for busi- 
ness.” 

Referring to 5,000 or more farm 
credit units spread through the 
country, and to the technical aid 
provided by county agricultural 
agents, extension services, labora- 
tories and experimental stations, 
here is what he evolved for small 


business: 
1. An insurance fund to encour- 


age banks to be more lenient in 
handing out their funds. With 
government paying the $4,000,000 
annual administrative expense, it 
would cover 10% of the loans of 
member banks, permitting the 
banker to guess wrong on 10% of 
his risks. (SWPC, “with its know- 
how from experience with busi- 
ness and banks” and its machin- 
ery for offering “technical and 
managerial advice,” would ad- 
minister the loan fund.) 


‘Small Business Specialists’ 


2. A five-point foreign trade 
program, including “small busi- 
ness specialists” to be stationed 
in principal foreign cities as “the 
eyes and ears of small business.” 
They would report what products 
are in demand, prevailing prices, 
“and, in fact, stimulating the pro- 
gram of actual orders.” 

The next important point is the 
“seal of approval” to give “the 
name, reputation, assurance of 
quality and reliability which size, 
wealth and advertising have estab- 
lished for the giants.” 

The program also plans for di- 
rect loans and credit insurance for 
foreign trades, an expanded tech- 
nical advisory service to provide 
latest production information, and 
finally, salesmen to solicit orders 
for small business from foreign 
purchasing missions. 


Would Aid Veterans 


3. Then there are the veterans. 
Mr. Maverick says his goal is “a 
million returning servicemen, firm- 
ly established in their own small 
businesses.” To that end, SWPC 
will give them advice, buy surplus 
property for them at government 
cost less depreciation, make loans, 
and deliver the goods. 

Conflict between Wallace and 
Maverick becomes apparent when 
the programs are compared point 
by point. Mr. Wallace, however, 
puts less emphasis on loans, more 
emphasis on providing guidance 
and assistance. 


May Hurt Economy 


Concerning veterans, for. in- 
stance, Mr. Wallace wants to pro- 
vide all the marketing and tech- 
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nical data that can be mobilized 
to assist those who will go in‘o 
business. He warns, however, that 
if we have more than 500,000 or 
700,000 new businesses, ‘‘competi- 
tion may result in chaos in the 
economy.” 

Mr. Wallace’s plans include the 
Bureau of Standards, but as yet 
he has said only that it should be 
“a technical and scientific research 
center to service business, by en- 
couraging increased efficiency and 
new products.” As an additional 
research aid, he is working on a 
program to sub-contract business 
research projects to universities, 
just as war research is parceled 
out by the Office of Scientific Re- 
search and Development. 

Mr. Wallace, and his advisory 
committee of businessmen, put 
their faith in a vastly expanded 
program of current information 
reports which are proposed by the 
Bureau of the Census and the 
Bureau of Foreign and Domestic 
Commerce. He also. visualizes 
well-rounded programs of publi- 
cations on operating and market- 
ing problems of various industries, 
While he makes special point of 
his desire to make foreign trade 
data available to small business, 
there have been no proposals for 
special observers for small busi- 
ness among the commercial intel- 
ligence officers abroad, nor has he 
suggested a staff to canvass for- 
eign purchasing missions. 

According to a proposal cur- 
rently in favor, Commerce, which 
now has only 25 field offices and 
a field staff of 85, would get the 
110 SWPC offices, and RFC would 
take over the lending power. Chief 
draw-back to the plan at present, 
it is understood, is a_ feeling 
among some congressional groups 
that an independent group should 
continue to devote full time to 
small business problems. 


‘Life’ Promotes Finn 
Bernard Finn, member of the 


|merchandising department of Life, 
|New York, has been appointed 
|merchandising manager, specializ- 
|ing in the automotive and build- 
‘ing and home appliance fields. 


eres 
a 


1siNG from the blue and yellow clay of 
Boston Harbor, the Logan Interna- 
tional Airport is not only Boston’s bid for 
new renown as “Hub of the Air Universe”, 
but also a cornerstone of the greater secu- 
rity and prosperity that will brighten New 
England’s post-war future. 

Millions and millions of tons are being 
dredged from the underwater floor of 
Boston Harbor—a center of world commerce 
since ships wore sails—and spread across 
the face of this 3,100-acre airport. Its run- 
ways, some of them 10,000 feet long, reach 
out in welcome to tomorrow’s European 
flights bearing hundred-thousands of pas- 
sengers and billions in air cargo. The deep- 
ened waterways from which the hard clay 
is being scooped will provide one of the 
greatest ports on the Atlantic seaboard for 
ocean-going ships. 

Far from a figment of blueprints, Logan 
International Airport already accommodates 
more than 100 commercial flights each day. 
Thus far, $10,000,000 has been spent on 
paved runways and buildings. The New 
York Times, calling the air route between 
New York and Boston the busiest in the 
world today, editorially sees the port of 


Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS 


Boston as a leader in the swift post-war 
development of world air commerce. 

This progress means much to us. Not 
only does it inspire the expansion of New 
England’s present industries, but attracts 
others that will join and grow with us. It 
creates new jobs, new customers, new buy- 
ing power, a greater and wealthier market. 

WEE I is understandably excited over 
Boston’s plans as an international air ter- 
minus, and applauds the community force- 
fulness now making thein into reality. We, 
too, have raised our friendly voice to help 
demand—and keep demanding—this 
brighter future for New England. It’s the 
biggest local parade in which we have ever 
been privileged to carry a banner. But the 
popularity and acceptance WEEI has 
achieved during our two decades of bro«d- 
casting make us that much more fitted to 
carry it proudly and well. 
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Chet Bowles Drops 


Interest in B&B; 
17 Now Own Agency 


New York, June 21.—Chester 
P. Bowles, OPA administrator, 
told a hearing of the House un- 
American affairs committee in 
Washington yesterday that he is 
disposing of his interest in Benton 
& Bowles, New York agency which 
he and William B. Benton founded 
in 1929. 

Actually, in accordance with the 
agency’s policy of keeping the 
ownership in the hands of active 
executives and employes, Ather- 
ton W. Hobler, chairman of the 
board of B&B, told ApverTISING 
AGE, the agency took most of Mr. 
Bowles’ stock two years ago and 
has acquired more of it since he 
went to Washington. 


Holds Preferred Stock 


Mr. Bowles now has only a 
small part of the total, mainly in 
preferred stock. Mr. Benton has 
not had an interest in the agency 
for about four years. He is now 
chairman of the board of Encyclo- 
pedia Britannica, Inc., vice-presi- 
dent of the University of Chicago, 
and vice-chairman of the Commit- 
tee for Economic Development. 

Benton & Bowles is now owned 
by 17 executives of the agency, 
none of whom has outright con- 
trol. Mr. Hobler has the largest 
amount of stock, followed by Clar- 
ence B. Goshorn, president, and 
William R. Baker Jr., executive | 
vice-president. In _ relinquishing 
his stock, Mr. Bowles has just re- 
tired as vice-chairman of the 
board, 

Mr. Benton and Mr. Bowles 
formed the agency as a partner- 
ship. Before Mr. Hobler joined 
them in 1932, annual billings of 
B&B were $1,250,000. Mr. Hobler 
brought with him from Erwin, 
Wasey about half of the entire 


Standard Brands’ 
Radio Help Seen 
as Sinister ‘Plot’ 


Washington, June 21.—Standard 
Brands was called before the 
House committee on un-American 
affairs today for, of all things, 
donating radio time to the govern- 
ment to support price control. 

Whether the donation in itself 
was viewed as “un - American” 
never became clear, but the ar- 
rangement was described by Rep. 
Karl Mundt as a “dangerous pol- 
icy” because “most listeners con- 
sider a government broadcast a 
holy writ, and there is tremendous 
danger that the broadcast will 
slant information to commercialize 
a product.” 

D. H. Stetler, Standard Brands’ 
advertising director, denied that 
the company had any such sinister 
hopes when it donated the time to 
OPA, and he assured the commit- 
tee that it had no connection with 


the preparation of OPA radio} 
scripts which are alleged to have 


“communistic” and “anti-Irish” 
implications. 

‘Villains are Irish’ 
According to the committee | 


counsel, the OPA program, “Sol- 
diers with Coupons,” prepared by 
New York OPA script writer Tex 
Weiner is anti-Irish because “all 
its villains are Irish” and geen 
munistic’”’ because “it questions 
the honesty of the American busi- 
ness man.” 


After two days the committee 
still had not heard the programs, 


but it had heard bitter discussion 
of a charge that the entire hear- 
ing had been rigged to embarrass 
OPA while price control is up 
for renewal in the House. 
Counsel for the un-American af- 
fairs committee developed this 
“evidence” of a plot: OPA’s New 
York regional boss, Daniel P. 
Wooley, is a former Standard 
Brands vice-president; the script | 
writer’s wife is a Standard Brands | 
employe; Mr. Bowles formerly | 


handled a lot of Standard Brands 
advertising. 

At the close of business today, 
one committee member mumbled: 
“T still don’t know what this 
whole thing is about.” 


KROW Appoints 


KROW, Oakland, Cal., has ap- 
pointed Radio Advertising Com- 
pany as its national sales repre- 
sentative. Jack Kamsler, for the 
past two years with Joseph Her- 
shey McGillvra, Chicago, has 
joined the station as commercial 
manager, and Wallace F. Busse, 
former head of the San Francisco 
office of West-Marquis, Inc., has 
become a member of the sales 
staff. 


Ludgin Adds Publicity 

Alice Nelson, formerly assistant 
publicity director of the Merchan- 
dise Mart, Chicago, has joined 
Earle Ludgin & Co., Chicago, to 
head a new department of public 
relations and publicity. 


69 
Broeder Joins Ross; 
Transfers Accounts 
Clifford F. Broeder, formerly 


owner of Clifford F. Broeder Ad- 
vertising Agency, St. Louis, has 
joined Ross Advertising Agency, 
St. Louis, as account executive. 
Eight accounts, formerly handled 
by Broeder, have been transferred 
to Ross, including Butler-Kohaus, 
Inc.,. Essmueller Company, A. 
Leschen & Sons Wire Rope Com- 
pany, Modern Engineering Com- 
pany, North American Electric 
Lamp Company, Steelcote Mfg. 
Company, Valley Electric Corpo- 
ration, and Water Cooling Equip- 
ment Company, all of St. Louis. 


Goodman to Mutual 


Charles Goodman has joined the 
Chicago office of Mutual Broad- 
casting System as an account ex- 
ecutive. Formerly he was with 
D’Arcy Advertising Company, 
New York, where he handled the 
Coca-Cola “Spotlight Bands” 


series. 


Buyer F 


PRINTING PRODUCTS CORPORATION 


Equipment and Organization is unusual — Operation is Day and Night. 
and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations, 


is 


Printing Counsel 


SPECIALISTS IN THE PRINTING OF 


CATALOGS « PUBLICATIONS 


General Foods account, which! 
EW then handled. B&B was | 
changed to a corporation, with | 
Mr. Benton, Mr. Bowles and Mr. 
Hobler as equal owners. Its bill- 
ings for 1944 (AA, Jan. 8) were 
estimated at $18,000,000. 


Waterman Airs 
‘Gang Busters’ | 
in September 


New York, June 21.—As part 
of its increased advertising pro- 
gram (AA, June 4), L. E. Water- 
man Company will sponsor 
“Gang Busters” over the Ameri- 
can Broadcasting Company net- 
work beginning the second week 
in September. Show will be 
heard Saturdays 8-8:30 p.m., 
EWT. 

“Gang Busters” was sponsored 
by Standard Laboratories, Inc., 
New York, in behalf of Sloan’s 
liniment, from 1940 to February, 
1945, over the Blue network. It 
as been off the air since that 
time, 

Waterman agency is Charles 
Dallas Reach Company, Newark. 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Should Know What 


Can Do For Them 


given on Economical Production 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize —from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 


National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 


because of automatic iaachinery and day and night operation. 


Murphy Is Art Director 
Harold F, Murphy, formerly | 
vith Brooke, Smith, French &| 
Dorrance and Ross Roy, Inc., De- | 
1 troit, and recently art consultant | 
- On technical manuals for the| 
irmed services, has joined Florez, | 
‘h a & Clark, Detroit, as art 
irector. | 


printed selling 
“the little magazine 
w’ h the big audience” 


DAVIDSON PUBLISHING CO., CHICAGO 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


J 
FORMER ROGERS & HALL 


ean 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY |. 
QVICK DELIVERY 


RIGHT PRICE 


(THE 


NATIONAL AND LOCAL 


Dun & Bradstreet, Inc., 


(The former 


setting. 


desired. 


as fast as 


Mailing 


completed. 


COMPANY) 


PRINTER SPECIALISTS 


Artists °« 


Engravers 


¢ Electrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 


Rogers & Hall Com- 


pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


the presses print. 


and Delivery 


service as fast as copies are 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 


Vice-President and 
Assistant Director of 
sales 
L. C. HOPPE 


Secretary 


W. E. FREELAND 
Treasurer 
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keep dry, son! 


Always looking out for the family’s health—that’s 
Grandma! She counts it her No. 1 job and finds author- 
ity for her words of caution in health counsel offered 
every day in The CHICAGO TIMES by Dr. Morris 
Fishbein, editor of the Journal of the American Medical 
Association. 


Chicago families depend on the carefully planned serv- 
ices of this friendly, home-going newspaper. They reg- 
ularly follow Your Boy in the Service; Service Bureau 


CHICAGO'S MODERN 


for War Wives; Woman’s World. Last year their letters 
to these and many other helpful departments of diversi- 
fied family interest totaled more than 375,000. 


Such services in addition to outstanding news coverage 
have brought The TIMES a daily circulation of more 
than 477,000 families. Of these, upwards of 100,000 
are home-subscribers—the largest evening home- 
delivered circulation in the city. 


FAMILY NEWSPAPER 


THE ‘TIME 


lCAGO’S URE NEWSPAPER 
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DRAWN AND GARTERED—This surrealistic drawing by Salvadore Dali illus- 

trates one of the new series Of ads sponsored by Bryan Full Fashioned Mill, 

Inc., Chattanooga, Tenn. he insertions promote Bryan hosiery, and run in 

Vogue and Underwear & Hosiery Review. Cecil & Presbrey, New York, is 
the agency. 
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HANDI-TAPE > Wer-Prof ADHESIVE TAPE ® 
GAUTE BANDAGES ABSORBENT COTTON 


FOR DRUGGISTS—The home medicine cabinet is the center of interest in 
this new Bauer & Black display. First aid standbys are featured in the center 
panel, and the side pieces show some of the principal items in the Curity 
line. The display was designed and produced by Zipprodt, Inc., Chicago. 


“CTORS' CLUB—At the grand opening of the Actors’ Club of Chicago, 
s this gathering: Tom Wallace, president of Wallace-Ferry-Hanly, a guest 
the party, and charter members Willard Waterman, NBC actor, Barbara 

uddy, leading lady of the net's Grand Hotel drama, and Alex Dreier, NBC 


commentator. 


OTOGRAPHIC REVIE 


“Stahl delivered on time, in a new 


OF THE 
WEEK 


AT HOUSEWARMING—Officials of Cory Glass Coffee Brewer Co. were hosts 
at the opening of new offices at 221 N. La Salle St., Chicago, May 8. This 
group includes E. H. Weiss, president, Weiss & Geller, agency for Cory; 
H. G. Blakeslee, general manager, and J. W. Alsdorf, president, of Cory. 


MAKE SALES PLANS—A three-man committee representing national distribu- 
tors of Eureka Vacuum Cleaner Co. held their first sales planning meeting 
with company officials. Distributors are, left to right: A. J. Reid, Cambria 
Equipment Co., Johnstown, Pa.; Joseph Thiele, Winslow Co., San Antonio; 
and Thomas Joyce, Raymond Rosen Co., Philadelphia. George T. Stevens, 
Eureka vice-president; Henry Dinegar, American Steel Export Co., foreign 
sales representative, and Henry W. Burritt, Eureka president, are the others. 


ON EXHIBIT—This is one of the paint- 
ings by Ben Stahl, illustrator and com- 
mercial artist, featuring the Saturday 
Evening Post serial, "Commodore Horn- 
blower,” to go on exhibit June 25 at 
the Stevens, Gross Studios, Chicago. 
Asked to do the series on a month's 
notice for the C: W. Forester novel, 


medium, casein paint. 


IN HOLLYWOOD—Shown here at the premiere of NBC's “The Man Called 

X" are, left to right: Herbert Marshall, star; James Barnett, vice-president 

and ad director, Pepsodent division of Lever Bros., sponsor; J. Hugh E. Davis, 
Foote, Cone & Belding, and Jack Johnstone, producer. 


BEST WISHES—Paul W. Kesten, CBS 
executive vice-president, left, congratu- 
lates |. R. Lounsberry, executive vice- 
president of WKBW, Buffalo, on his 
slection to the chairmanship of the 
CBS affiliates advisory board at its 
recent New York meeting. 


ANIMATED—Dark since April 28, 1942, 
Douglas Leigh's animated sign on 
Broadway and 46th St. sponsored by 
F. & M. Schaefer Brewing Co., Brook- 
lyn, was re-lighted June 11 during 
Broadway's war bond drive show. Bat- 
ten, Barton, Durstine & Osborn, New REVLON GODDESS—Latest Revion magazine copy illustrates a summertime 
York, is the Schaefer agency. "Greek goddess," and promotes the new ‘Dynamite.’ (Story on Page 8.) 
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Massed right here in Metropolitan Phoenix, is one- 
third of Arizona’s total population . . . with pent-up 
desires for new and better products that promise an 
avalanche of postwar purchasing. Here, new homes 
are being discussed with as much certainty as if they 
were already built. New cars, new radios, new ap- 
pliances, new air-conditioning . . . all the things that 
contribute to more abundant living . . . have been 
earmarked for ownership by the 214,000 able-to-buy 
folks who shop and spend in Phoenix. Instead of a 
few square people in a lot of miles, as some space 
buyers believe, Phoenix offers advertisers a lot of 
people in a few square miles . . . best reached and 
influenced through the pages of the Republic and 
Gazette, Arizona's only majority advertising medium 


“J. Walter Thompson Co., Metropolitan Designation mus 
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C and GALETTE 


BOB HALL, National Advertising Manager 


Represented by Williams, Lawrence & Cresmer Co. 
at 
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